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INTRODUCTION 
Although the need for more effective presentation 
of courses in marketing research has long been recognized, 
it is only within the past several years that the case method 
has been applied to this subject. Perhaps beca.use "scienti-
fic" marketing is so recent an innovation, relatively few 
cases on marketing resee.rch have been written in comparison 
to other phases of marketing. Market research departments 
themselves have been refining techniques and learning by 
experience during the last decade or two, and since they 
may have been uncertain, as are all scientists when on the 
brink of discovery, didn't care to releas.e any embryo in-
formation until proven or until its competitive value had 
been realized. 
A foremost reason for the noticeable lack of cases 
is that their subject matter may give away trade secrets and 
plans. Professor Edmund Learned* of Harvard Business School 
feels the ideal solution to this problem is to build a back-
log of cases currently released for use five years hence. 
It is his opinion that this same material will not be as 
* 127. 
ll 
valuable i~ collected at or shortly prior to that date because 
it wi 11 lose much o~ its vitality and urgency as well as the 
many details o~ consideration and side is sues currently ~acing 
the executive. Obviously the procedure o~ writing cases 
having a distant publieation date entails the ultimate in 
security measures and industry's maximum con~idence in the 
integrity of the institution and its personnel. 
Doctor John E. Jeuck, * former Dean o~ the School o£ 
Business, University o£ Chicago, £eels that ~ew cases have 
been written because few courses are o~~ered, and that a small 
number of marketing research courses are being taught because 
they are such a recent development in comparison with other 
related subjects, such as marketing, wholesaling, retailing, 
merchandising, advertising, etc. He ~urther comments that 
marketing research has made greater progress in consumer 
goods than in the industrial field because the ~ormer is 
more difficult to define and consequently a greater challenge 
for applied statistics existed in this area; marketing re-
search is merely an outgrowth of this process. He states 
as an encouraging aspect, Irwin's recent publication, 
"Market Research: - Text and Cases"** by Boyd and Westfall , 
which conta.ins some 30 to 40 cases. 
* 126. 
** ~. 
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Further progress in the same area has been made 
by Professor John P. Alevizos of Boston University in his 
recent book, "Marketing Research: - Text and Cases."* 
Although in previous years marketing research has 
been an integral part of other courses, in September, 1956, 
for the first time, Harvard Business School offered a course 
entitled "Marketing Research," taught by Professor Edward 
Burak.** Doctor Theodore H. Bro n introduced "Analysis of 
Markets" in June, 1946, yet only in the 1955-56 academic 
year has the first year "M~rketingtt course included any con-
centration in marketing research. One can find occasional 
cases previous to 1946 which illustrate some application of 
marketing research, but these are rare, unclassified for 
that specific subject, and in effect, were obtained only 
incidentally, in so far as the study of marketing research, 
per se, is concerned. 
In September, 1921, Harvard Business School's first 
mar keting case was completed by Professor Malcolm P. McNair. 
The 1920 publication of Professor Melvin T. Copeland's 
~\{, 
"Marketing Problema" · was the first in a series of market-
ing case books, and probably was an outgrowth or correspondence 
* 1. 
~Y} 124. 
*** 13, pp. 30-32. 
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and data obtained by the Harvard Bureau of Business Research,* 
in its first annual study of "Department Store Results, .. ~· 
begun in December, 1920. 
A common pitfe.ll of marketing students and young 
graduates is their inability to view s i tue.ti ons in broad 
aspects. Perhaps by reason of their professional level, they 
ar.e rather dogmatic, and to them details may seem to be the 
goal, rather than a means toward an end, as when viewed in 
~.h"-
retrospect. ~ Surely the principles a market researcher 
has learned formally are his foundation, but in practice 
remain in the back of his mind**~~ and his techniques and 
reports often omit intermediary stages apparently contra-
dicting what the student has been instructed. 
The education of a business executive is a con-
tinuing process. His experiences are most valuable, parti -
cularly in planning and making decisions. To help the 
executive learn, retain, and apply the benefits of his 
experiences, accurate and complete marketing records must 
be kept . In the recording of marketing information, good 
judgment is paramount; current and potential values must be 
weighed against all expenses of compilation and stors.ge. 
* 13, pp. 25-33. 
~!- 13, P• 31. 
*~H~· 125. 
~h~'"* 38. 
.. 1-! 
These case studies therefore serve the additional purpose of 
illustrating t he manner by which industry conserves the bene-
fit of its experience. 
As outlined in this thesis, the appraisal of market 
research methods which accompanies each case is not intended 
as criticism, but is offered to stimulate more full academic 
discussion among marketing students, simultaneous to illus-
trating broader applicationsof market research and its tech-
~iques. The following cases, analyses, and appraisals of 
market research methods do not necessarily illustrate correct-
ness, but it is hoped they will through discussions, help 
students become more apt market researchers: -- rapidly 
comprehend practical distribution problems, utilize facts 
in analysis of business conditions, suggest management's 
alternative courses of action, and anticipate results ex-
pected of decisions. 
I am deeply gre.teful to Mr. Edward J. Noonan* and 
the executives of other firms who have generously offered 
the benefit of their experiences as narrated in t h is com-
pilation. To maintain confidences, considerable case 
material has been disguised*'!:'·; it is regrettable that 
public acknowledgement cannot be given these persons or 
organizations. 
* 121. 
~~ 22; 102; 122; 123. 
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The author a lso wishes to thank Pro£essors Edward 
Bursk-l.'" and Andrew R. Towl-!E-* as well as many staff members*~~* 
of the Harvard Business School for their most welcome assist-
ance in this project. Without the patient guidance o£ 
Professor John P. Alevizos and Mr. Albert Roy, Librarian of 
Boston University, College of Business ~ministration, this 
thesis would never have become a reality. 
* 12~. 
** 128. 
*** 122; 123. 
CHAPI'ER I 
* DAIRY1~TER, INCORPORATED --~ STUDY 
Consumer promotions to influence retailers 
16 
ORIENTATION: Early in 1953 many of the sales executives in 
the Ice Cream Division of Dairymaster, Inc. felt that pro-
motions to impress the retailer should be stressed. Opposed 
to their opinion we_s the general merchandise manager who 
felt that stimulation of selective demand was a paramount 
prerequisite to the building of an efficient dealer organi-
zation. The sales manager called an administrative con-
ference at which it was resolved to conduct a "middle of 
the road'1 policy and all 1953 summer promotions would 
attempt to satisfy both objectives simultaneously. To 
gain insight into this "which came f'irst - chicken or eggtt 
problems as it affects ice cream retail sales and to aid 
subsequent marketing operations, the market research 
director was called upon to scrutinize the 1953 promotions 
and their results. 
Established in Portland, Oregon in 1922, -Dairy-
master, Inc. had grown steadily to become one of the Pacific 
Northwest's largest full•line quality dairy producers. 
* 102. 
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Through twenty br anch plant s and wareh ouses we 11 distributed 
thr oughout the Pacific Northwest, i t sold milk , cream, butter , 
eggs, cheese, and ice cream t o all t ypes of retailer s , insti-
tutions, and residential consumers. 
Dairymaster ' s ice cream division produced and sold 
three brands, the firm narne 1 nTruetaste,tt and "Fla.vorite , '·" 
all of uniformly high quality. This distinguished the price 
levels handled by various types of retailers and minimized 
competition among supermarkets, independent grocers, druggists, 
e.nd vending mac hines, all of whom carried one of the Dairy-
master ice cream brands. 
Realizing that consumers can purchase these products 
only from retail stores which handle that brand, and that most 
retailers of ice cream sell one brand exclusively, Dairymaster 
made special effort to secure more and better dispersed re~ 
tail dealers to carry its brands. During the summer of 1953, 
several consumer promotions were undertaken to increase 
Dairymaster's ice cream sales in pint and half gallon cartons. 
CONTEST PROMOTION: One of these special promotions,~~ the 
"Parakeet Pair" involved a contest in which the consumer , 
selected a name for the first prize . This promotion was 
intended to perform these five fundamental tas ks : 
1 . stimulate consumer preference of Dairymaster 
ice creams, particularly the pint and half 
gallon sizes. 
18 
2. help Dairymaster retailers build sales volume 
in this merchandise. 
3. increase the esprit de corps by showing Dairy-
masterts strong promotional ability. 
4. make competitor's accounts more cognizant of the 
assistance Dairymaster gives its retailers. 
5. afford the Dairymas te r salesforce Q supplemen tary 
appeal, of particular use in soliciting new 
retail business. 
The official entry blank carried the announcement, 
"Kids J Enter the Ice Cream Contest," and was printed on a 
paper band fastened around all pint and half gallon packages 
of Dairyma ster, Truetaste, and Flavorite ice cream. The 
entrant completed the sentence, Uif I win the Parakeet Pair, 
I will name them ----and ----,~ filled in his or her name, 
address, and ~ge, enclosed an end flap, and mailed to Dairy-
master Contest Headquarters, Portland, Oregon, postmarked 
before midnight July 31, 1953. In the opinion of the judges, 
~n independent firm mentioned on the entry form, the fifty 
children under sixteen years of e.ge who chose the best names, 
(uniqueness, aptness, and cleverness) won two talking Blue 
Opal ine parakeets with large rectangular cage and a six 
month supply of assorted bird foods. The entrants who 
submitted the 100 next best parakeet names were awarded 
a singing canary, cage, and one month ' s supply of bird seed. 
19 
PRODUCT IDENTIFICATION: Since the promotion was to run from 
June 1st to July 31st in all areas, entry blank banding had 
to be planned, printed, and distributed on a strict schedule 
well in advance of this opening date. Although actually 
unattainable, sales and production were to strive to have 
100% banded packages in all flavors of both sizes in dealers' 
freezers by June 1. Being careful in band application not to 
conceal the flavor label on the packages, production started 
banding when the bands were received on May 21 and delivery 
of this merchandise proceeded as usual, even though some got 
to the retailers before June 1st. On that date, retailers 
and Dairymaster sales personnel had the tremendous task of 
banding the inventories in cabinets, trucks, and branch 
chests to a minimum of 85%; the executi~n of these details 
were the responsibility of the branch managers, as was the 
ordering of additional bands to keep retail inventories 
banded until July 31st. 
CONTEST INTRODUCTION: As to advertising, a two page in-
sertion appeared in ttpacific Drug Reviewn* on May 17th and 
in the June 8th issue of "Food Topics, Pacific Coast Edition."** 
Suitable newspaper advertising was placed in all areas to 
reach the public from June 7 to July 12 (Sundays); these in-
cluded three 4 color comic page ads (1/3 page each) and six 
* 99. 
~~- 99. 
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500 line daily ads, - - both types had ample coverage of all 
sales territories. * KOIN-TV, Portland, carried 12 le.te 
afternoon spot ads from June 7 through July 17. 
Point - of- purchase display mat erial primarily con-
sisted of 2,000 life sized cardboard Parakeet full-color 
set-ups, 1,740 of which were distributed to the 20 branches 
initially. This was supplemented by 250,000 7 :at 1-4: How to 
Win" fliers, 4,000 7 x 14 "Free Hints," 4,000 7 x 14 "Para-
keet Pair Contest," and 4,000 26 x 12 paper window signs, --
all of which were proportionately distributed, retaining a 
small central inventory. During the month of July, twenty 
pairs of parakeets, one pair for each area, were displayed 
in their cages at prominent retailers in each territory; 
they were rotated and cared for by a carefully chosen sales-
man in each branch who was instructed in detail as to these 
responsibilities. 
EVALUATION TECBNIQ.UES: The market research department used 
four methods to measure and evaluate this promotion: -
1. record analysis -- costs, number of entries, sales. 
2. penetration studies -- to learn the advertising 
impact upon Portland, Oregon and Seatt1e, 
Washington consumers. 
3. a small personal observation and questionaire 
survey among Portland retailers to learn their 
interest and partie ipation . 
* 99. 
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4. informal interviews with Dairymaster sales 
personnele 
To minimize duplication, the findings have been presented 
with the methodology details. 
1. Record Analysis 
a . Expensesw The total cost of the introductory and 
supporting campaign was $58,230, which included package band-
ing a.nd advertising (trade paper, newspaper, television, and 
point- of- purchs.se displays). Preparation and app+ication of 
bands cost $9,266 and he.s been broken down in two ways: -
TABLE I 
Pint packages (180,000 gallons) cost 
Half gallon packages {107,800 gals.) 
Total banding expense 
Labor 
Ms.ter ials 
Total banding expense 
~7,110. 
2, 156. 
$9 ,266. 
$4,505. 
-4:,761. 
$9,266 . 
b. Contest Entry and Sales. Response to the contest was 
considered rather good; 20,964 entries were received, dis -
tributed as follows: -
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TABLE II 
Branch Region Percent of Pint and 
Half Gallon Sales 
Percent of 
Returns 
Oregon (all) 
Spokane, Wash. 
Seattle, Wash. 
Yakima., We.sh. 
Tacoma, Wash. 
Total 
~0 .% 
21 
1~ 
19 
6 
100.% 
=; 
~5% 
28 
13 
9 
5 
100% 
c. Anticipated Income. Although pint and half gallon 
ice cream sales increased as a result of this promotion, the 
figures were a great disappointment to the general merchandise 
manager, who had anticipated more lucrative response as 
illustrated: -
TABLE III 
Normally expected sales, June 1953-
Expected sales with promotion 
(10% increase) 
Gross profit computation: 
Total sales with promotion 
Total normal sales 
Additional sales 
262,000 gals. 
288,200 gals. 
288,200 gala. 
262,000 gals. 
26,200 gals. 
Total driver-salesman's commission on extra sales : . 
~omputed at 3¢ per gallon J 
Gross, with promotion 
Gross, normal expectancy 
Additional gross (anticipated) 
Less commissions on extra sales 
Net income from promotio,n (anticipated) 
Less total banding cost# 
&dditional income expected from promotion 
~1~9,900. 
173,690. 
• • §?786 ., 
~ ... 
~173,690. 
1~9.900. 
$23,790. 
. 786. 
$23,00~ . 
9,266. 
$ 13,'738. 
# Advertising appropriation was unchanged and 
would have been used for another ice cream 
promotion had this one not been undertaken. 
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Many difficult-to-measure, uncontrollable factors 
weather, customer reactions, current events, relative sales 
effort, and competitive promotional activities, for example 
a~fect sales, therefore the results of one promotion cannot 
be isolated and identified with great accuracy. 
d. Sales Reconci liation 
TABLE IV 
May 
Total sales, pt. ~ 197,572 & 2 gal. 
ice cream, 1952 (gals.) 
Estimated sales, 1953, normal 
Estimated sales, 1953, with 
promotion 
Total sales, 1953 (actual) 230,277 
Percentage change, tot~ sls. 
1952-53 companf, all~mdse. ~18.6% 
pt. & 2 gal.~ce cr.+l6.5 
June 
227,408 
262,000 
288,200 
222,099 
July 
251,386 
289,700 
318,670 
300,833 
Note - Pint and half gallon ice cream sales approximated 
19% of Dairymaster's total sales, all merchandise. 
2. Penetration Studies 
Advertising penetration studies were conducted in 
three areas and illustra.ted that the Parakeet Pair Promotion 
was noticed and associated with ice cream. During August, 
1953, in Bremerton and the Pasco-Kennewick-Richland area of 
Washington, 25 of 99 persons remembered Dairymaster advertising 
as being about ice cream. Among these 25, fourteen mentioned 
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the monthly special and only four said anything regarding 
this promotion, of these, two made reference to tta. contest" 
and two said "the slogan." Also during August, a. similar 
study was made in Portland, Oregon where 14 of 59 recalls 
of Dairymaster advertising regarded ice cream, half of these 
14 remembered this promotion, three called it by name and 
four said '·'ice cream contest." 
3. Dairyme.ster Retailer Survey 
In the dealer survey 28 Greater Portland Dairymaster 
accounts were checked to determine what point-of-purchase 
material was displayed for the five current promotions. A 
random sample was used which did not reflect a true cross-
section of Dairymaster accounts; this included nineteen 
drugstores, five grocery stores, and four luncheonettes well 
distributed as far as Hood River, Oregon City, and McMinnville. 
Nine stores had no promotions displayed; twelve showed only 
one; five had two in use; and two stores were featuring three 
promotions. Details follow. 
in 
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TABLE V 
Usage of Dairymaster Po:1.nt-of-Purchase Material 
Greater Portland during the week of July 20-26, 
Parakeet Quality Flavor Party 
Pair Texture Feature Loaf 
Material displayed? 
Yes 4 7 13 2 
No 24 21 15 26 
Total ~ m1 ~ '2"9" 
-
(If not displayed) 
"Have you heard of this promotion?" 
Yes 4 3 4 0 
No 4 6 3 9 
Don •t know 2 2 1 2 
10 rr 'S IT 
No answer 14: 10 7 15 
Total N rri I"5 mr 
- - - -
(If have heard of the promotion) 
"Did you get any advertising for your store?'' 
Yes 2 1 
No 2 0 
Don't know 0 2 
Total ~ 3 
(If did receive advertising material) 
nWhy didn't you use it?" 
2 
0 
2 
4 
Used it, but fe ll off or took it down 
Plan use soon 
No time to find room for it 
1 
Have no space 1 
1 
1 
0 
() 
0 
0 
1953 
Cutlery 
Premium 
1 
27 
mJ 
2 
11 
1 
IT 
13 
wr 
-
2 
0 
0 
2 
1 
~-
Disliked pm 1 tn - 1 
Strawberry ice cream illustrated, don't sell much 
Total 
strawberry, didn't like the material. 
1 
-r 
26 
( ~uestionnaire, continued) 
urn your opinionlt what is the ~ effective type of ice 
cream promotion? 
One-cent sale 
Price sa.les 
One-cent sale or a window 
Cake knife premium 
Point-of-sale advertising 
Give-away for children or 
Don't know 
No answer 
Total 
number 
3 
1 
display 1 
1 
but no give-aways 1 
a window display 1 
6 
14 
14 
IDj 
One dealer considered the Cutlery Premium promotion 
as the least effective promotion. 
4. Salesmen Report 
The Parakeet Pair promotion brought varied reaction 
among Dairymaster's retailers. In Greater Portland it was not 
as effective as the "Quality Texture" and "Flavor Feature" 
promotions. Although the Parakeet Pair promotion was con-
sidered good, the Ice Cream Division sales department found 
three serious flaws. 
1. The entry blank bands were annoying; some retailers 
removed them and others refused to accept the product with 
them attached. 
2. Vfuere the ~uality Texture promotion was being used, 
most retailers considered it stronger and supported it in 
preference to the Parakeet Peir promotion. 
3. Dealers' interest in the Parakeet Pair promotion 
varied proportionally to Dairymaster's selling effort; some 
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branches had to divide their attention among several simultane-
ous promotions, making concentration impossible. 
Early in 1953, a survey made in Portland determined 
that Dairymaster led its competitors in giving advertising 
and promotional support to its customers. Although di£ficult 
to measure, generally it was felt that this opinion deepened 
among Dairymaster's prospects and the Parakeet Pair promotion 
was ps.rt of this process of influencing competitive accounts. 
QQ~2l._Q!1§: The market research sts.ff drew two conclusions: 
1) the Parakeet Pair promotion possessed many excellent quali-
ties , but its effectiveness was retarded by the three draw-
backs the sales department mentioned, and 21 despite the poor 
use of point-of-purchase materials in certain sections, sup~ 
porting advertising was effective. 
RECOMMENDATIONS: In his report, the director of marketing 
reseerch made these five recommendations regarding subsequent 
promotions: 
1. Run only one promotion at a single time. 
2. Amply space the timing of major promotions. 
3. Prepare separate contest entry blanks and avoid 
attaching them to ice cream cartons. 
4. More executive attention should be given to complete 
and effective use of point-of-purchase material. 
5. Future promotions should be explained and sold to 
Dairymaster 's accounts. 
DISCUSSION POINTS: 
18 Appraise the promotional policies of Dairymaster, 
Inc~ and in particular, the Parakeet Pair promotion 
of ice cream. 
2. Constructively criticize the methods and effective-
ness of the marketing research department. 
3. What further suggestions can be made to aid subsequent 
promotions and their measurement devices? 
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CHAPTER II 
DAIRYiv!AST:ER, INCORPORATED 
PROBLEM DEFINITION: DairymasterYs basic problem was 
expressed in the assignment given its marketing research 
director , to evaluate two approaches to in ere as ing pint and 
half-gallon lee cream sales and to determine the most ef-
fective means of satisfying both conflicting opinions: 
1& That of the general merchandise manager, who felt 
that stimulation of selective demand for ice cream 
in pint and half- gallon packages should be the prime 
objective of promotions, and 
2. The thoughts of many sales executives, that a large , 
efficient retail dealer organization is a pre-
requisite to economical consumer advertising and 
must be built first; this group felt, therefore, 
that promotional effort had to solicit additional 
retail out lets. 
It must be realized that both demand {by housewife, 
shopper, and consumer) and supply ( ave.ilability at retail 
level ) are two facets of the same problem; the divergent 
thoughts are both correct and indicate the viewpoint resulting 
from the marketing functions each person or department performs. 
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A._ SOLUTION: Considering the relative absence of usable 
facts, the salesmanager's conciliatory decision was most 
expediente This stopgap promotional policy entailed a 
minimum of expense and risk pending the formulation of more 
concrete plans to perform these two tasks most efficiently. 
Since both were so diverse, the question had to be faced as 
to whether Dairymaster could, although dividing its concen-
tration, "kill two birds with one stone." 
Probably early marketing experience taught Dairy-
master that ice cream advertising had to be institutional. 
As Dairymaster's Ice Cream Division (a representative firm 
within this indus try) possessed a maximum of about 30:% cover-
age in its best retail market, the use of "hard sell" consumer 
advertising was and is considered not feasible. Much of such 
an advertising expenditure would have been wasted. The use 
of "hard selltt copy may be likened to a local distributor 
placing insertions in national media in order to reach his 
sectional market . 
In a general sense, bulk ice cream may be considered a 
convenience good* as it is found so commonly among so many 
retailers , - variety, drug, and grocery stores. But since 
such a quantity of brands are competing for a fixed number 
of outlets, on an exclusive representation basis, the consumer 
may have to make a considerable effort to purchase one specific 
~ 7, P• 40. 
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brand if it happens that th is is not the label carried by 
a store he frequents and knows,or if this brand is not one 
he usually purchases. Therefore, each brand of ice cream, 
if considered e.s a specific i tern (rather than bulk packaged 
ice cream irrespective of labelling), must be classified as 
a shopping good* and cannot use direct action consumer copy 
with any reasonable effectiveness. This reasoning should be 
clearer if the reader will make a mental comparison of branded 
ice cream in bulk packages with some other item having sub-
stantially lOO% coverage sold in like manner among most of 
the same retailers, -- i.e. certain canned or frozen foods, 
popular brand commercia.l bread, or cigarettes. 
It cannot be overemphasized that nconditioning the 
consumer" must be a prime objective of all ice cream adver-
tising.** Perhaps this will help explain why Dairymas ter 
used dual purpose promotions as in the "name the pet" contest 
series. 
SALES VOLUME: A promotion with a twofold objective may be 
compared with tt ja.ck of all trades" and is likely to result 
in little being accomplished with any measure of success. 
Alth ough it is seldom possible to isolate the effect of one 
promotion exclusively, when compared with that expected 
* 7, p . 40 . 
** 7, p. 41. 
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after correlating the maximum number of variable and unknown 
factors . By this standard, apparently the Parakeet Pair 
Promotion we.s a partial .failure as Dairymaster 's June 1953 
sales volume of pint and half-gallon packages of its three 
brands of ice cream fell far below the expectations of the 
general merchandise manager; some consolation was received 
in the increased sales of July 1953. 
Table IV shows that in June 1953, pint and half-
gallon ice cream sales decreased by 5,309 gallons or 2.3% or 
those sold during the corresponding month of the previous 
year. Since this table doesn't give any statement or figures 
resulting from a promotion con due ted in 1952, we may assume 
that nothing similar was done during May, June, and July of 
that year. If the general merchandise manager estimated a 
10% increase based upon the results of a promotion conducted 
during a different season or a prior year, he may have esti-
mated erroneously. More information would be needed to 
determine the validity of the sales estimates and this criti-
cism may be unjust, however the market research director 
should have made some statement as to the accuracy of these 
estimates or reasons for variance. 
~hy were the June 1953 ice cream sales 15.3% 
{39,901 gallons) below the normal expected sales and 22.9% 
(66,101 gallons) short of the se.les volume expected with 
this promotion? Either the June estimates were poorly 
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computed or the rirst month of this promotion was a railurel 
Since the market research director avoided such analysis, we 
may assume three alternatives: 
1. this omission was unintentional and considered too 
trivial to warrant the issuance of a supplement. 
2. ror security reasons, this information and relative 
operational details were aired behind locked doors 
and never appeared in any published report. 
3. perhaps both executives desire to avoid embarrassment 
and are concealing their mistakes; however, this 
seems unlikely, since with reasonable caution other 
related information was released. 
Although July sales did not meet those estimated, they exceeded 
the ••normal" computation, and the total ice cream sales during 
both months was only 13.8% (83,938 gallons) less than the 
estimates ror June and July with this promotion. 
VARIABLE FACTORS: unrortunately, one cannot rollow two 
courses of action simultaneously; it is impossible to know 
the complete efrect or possible alternative promotions in 
the same area at that time or to accurately know what would 
have been the outcome or a season without any promotion, 
maintaining indirrerence toward all competitive activities. 
In any respect, since this promotion had a double objective, 
other measures of its relative success should be discussed. 
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COST PER ENTRY: Contestants submitted 20, 964 entries as a 
result of Dairymaster's $58,230 expenditure for banding and 
all advertising . Although at first it may appear that each 
entry cost ~2 . 76, this is deceptive and untrue. As the ad-
vertising appropriation was not increased due to this promo-
tion but would have been used fo r ice cream advertising 
regardles s , the only addi tional expense was the ' ·9 , 266 spent 
for banding, making the gross cost per entry 44.2~. To com-
pute th e net cost per entry, the gross cost of 44.2~ should 
be reduced by the markup ( gross sales) which resulted exclu-
sively from the extra purchases of ice cream made by entrants 
specifically for the purpose of entering this contest. 
Insufficient data prevents computation of the net cost per 
entry. 
SALES, BY PACKAGE SI ZE : Because the breakdown of sales by 
pint and half - gallon packages is not available , it is impossible 
to compute the additional gross per package resulting from the 
arakeet Pair Promotion exclusively. The only related figures 
avails.ble are the gallons branded broken down by package 
sizes (Tabl e I), but since many bands were removed by 
uncooperative dealers before reaching the retai l customers, 
this information cannot be used in co~putation of the net 
cost per entry. Based upon the figures in Table III the 
anticipat ed markup (gross) averaged between 57.2~ per gallon 
(~149 ,900! 262,000 gals. 
( ~173 , 690 f 288,200 gals. 
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"normal") and 60.3¢' per gallon 
with promotihn)~ 
I 
DESIRED DA.TA: It would be in teres ti ng to determine the 
I 
proportion of the two sizes bought .for [ contest entry, and 
learn the percentage of entries receivbd from first time 
purchasers. The best measure of a cambaign 'a effectiveness 
is its ability to attract new business / and retain the marginal 
customers despite competitive activit+ This area should be 
explored in research on future promoti,ons, as wel l as orne 
I 
measurement of brand loyalty. 
I 
RESD'"LT COMP&RISONS: Compared with rJcords of other contests,* 
the cost per entry seems a little excJssive but considering 
I the many nby-product" advantages, per f aps the Parakeet Pair 
promotion should be considered reason,ble. On the whole , 
Dairymaster was satisfied with the rejults of this promotion 
and the lessons learned from it. As this implies a compari-
1 
son with other promotions, Dairymastel's satisfaction should 
in itself be considered adequate appr~isal and recommendation 
with respect to costs and benefits. I 
Similarly, regarding tbe results / of the penetration 
studies, although they seem quite meakre , due to the lack o.f 
comparative .figures we must be conten~ to accept Dairymaster's 
satisfaction as our own. 
* 17, P• 64. 
I 
I 
I 
I 
I 
I 
I 
RETAILER COOPERATION: The first question in Table V 
7 
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{observation) showsjStores were using any part of the five 
sets of point-of-purchase display material. At best, this 
means that one dee.ler wasn •t using any of the material and 
the other 27 retailers each displayed only one set or a part 
of one . This condition · is statistic ally improbable; nine 
stores had no material in view. 
Although it may be unintentional, many surveys have 
a selling effect* and this one may have left an impression 
regarding the Parakeet Pair Promotion which could sway the 
cooperation retailers may give this and future promotions. 
Perhaps a fo l low-up survey should have been employed two 
weeks later to measure changes resulting from the first 
survey (only one conducted ) and other causes . 
The results of these surveys pass the test of 
reasonableness and seem conclusive, but more caution should 
ha.ve been used in projecting their findings . The 86% of 
retailers who didn't display any point-of- purchase material 
stated in effect, "We are too busy to bot her with this 
scheme; our ice cream sales are at a maximum and my space 
is more valuable than to be used for cardboard signs to 
confuse people about a product with such a modest mark- up."** 
How does he know this to be true? In most cases 
he doesn't; many retailers are quite opi nionated and often 
-t!· 3 , pp . 45- 46 . 
** 7, P• 591; 105 . 
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refuse merchandising suggestions, . others e.re mrerly skeptice.l 
and either disbelieve salesmen's and distributors' suggestions 
or he sit e.te to apply them, thus losing mucb of their value. 
A trade publici~ed research project having strong evidence 
of accuracy, sincerity, and impartiality may dispel much 
misinformation and help build a very effective retail organi-
za.tion. 
A SUGGESTION: An educational merchandising program* should 
be offered to these dealers, preferably in cooperation with 
local colleges or business schools, and Dairyme.ster 's marketing 
research staff should determine the specific curricu~um based 
upon the needs and problems of their dealers. Consumer usage 
and shopping habits should be stud led and made available first 
to Dairyme.ster dealers a.nd later, after the competitive ad-
vantage has been realized, to the entire industry. Trade 
advertising offering a more detailed report could be used to 
build a mailing list and identify prospects for the salesmen 
of Dairymaster's Ice Cream Division. Such a research and 
educational project would provide Dairymaster personnel, 
dealers, and the trade with much valuable and heretofore 
unavailable information, building greater retailer accept-
ance of Dairymaster's methods and products. 
Realizing that ice cream usage and shopping habits 
vary, considerable research should be in this area and would 
* 7, chapt. 26; 21. 
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be of great value in determining market potential and directing 
sales and advertising effort. Family size*, income(s)**, food 
budget*~:·*, e.ge span*, eating and enterte.inment habits~:--r.·, type 
and ownership of dwelling*, environment, frequency of power 
failures,"lHHH~ and other factors must also be considered in 
such surveys. For example, ownership of deep freezers or 
recent model refrigerators {with large frozen food cabinet) 
may be a "key" to the market potential for half-gallon and 
perhaps larger sizes seldom marketed through these channels. 
Better understanding of the needs of a locality brings more 
efficien cy in distribution, --- smaller inventory of staples, 
greater merchandise variety (specialties), faster stock turn, 
reduced inventory investmen t ! and risk, increased flexibility, 
improved packaging {shape and material), more frequent (or 
fewer ) deliveries, etc. 
The several areas of research and special projects 
suggested should be performed on a gradual and continuing 
basis. Part of the funds required for this proposed program 
could be made available through a reduction of the number and 
frequency of consumer promotions with a corresponding increase 
in their consumer appeal. This reappropriation of promotion 
funds would identify the two aspects of Dairymaster's problem 
* 79; 113. 
*!} 79; 113; 119. 
*.;"* lOB. 
~· 104; 107; 109; 110; 112; 116. 
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and satisfy both more effectively; it would simultaneously 
strengthen their dealer organization and increase selective 
demand. 
The five recom..>nendat ions made by the me.rket research 
director seem well founded and worthy of incorporation into 
future consumer promotions. 
CHAPTER III 
DAIRYMASTER, INCORPORATED -- APPRAISAL OF MARKETING RESE&mc:af# 
ADMINISTRATION 
1. Principles 
In most firms, market research departments have 
been formed in direct response to a recognized need for 
specific information not available through the existing 
departments of the company. Since no two firms have identi-
cal structure and are faced with exactly the same problems, 
marketing research organizations must be custom made to fit 
the requirements of ea.ch individual company. Regardless of 
these limiting factors, all successful market research de-
partments share and were founded upon certain basic tenets.* 
These·. approaches to research are: 
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a. Being a service function, personnel of the department 
must tiave a genuine desire to serve other departments 
and maintain confidences. 
b. All efforts of the department must be planned to 
obtain the truth, facts, or actual attitudes, not 
#Attention is directed to the second paragraph on 
page 14, introduction. 
* 11, PP• 16-17. 
to prove a point or support a hypothesis* taken as 
a legitimate start in the search for facts. 
c. Management must recognize, use, and support the 
values and long-term aspects of the marketing re-
search function. 
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d. Due to the long-term values of marketing research, 
financial appropriations must be long-term commitments. 
e. An important executive should have responsibility for 
marketing research activities. 
f. The function and results of marketing research mu8t 
be impressed upon the various departments and execu-
tives who will use it. 
g. All sound rese arch must begin with t he definition of 
problems existing within t he company. 
2. Application 
As far as can be ascertained, Dairymaster's Marketing 
Res earch Department was organized and operat es on t h e seven 
sound principles lis t ed above. 
a. The market research department's desire to be of 
valuable service to the sales department is evidenced 
by t he closeness with which both departments worked 
in planning, checking and reporting the progress of 
the '"Parakeet Pairtt promotion and others conducted 
* 5, PP• 330-333, 391-396, 407. 
simultaneously. Obviously, the nat ure of the 
situation and the early point at which the market 
research director was requested both indicate high 
opinion of this person and his ste.ff' in being able 
to protect confidential information. 
b. Four methods were employed to gather the facts re-
garding the effectiveness of the "Parakeet Pair" 
promotion. All seemed to have been conducted with 
sincerity and appear to report all information ob-
te.ined, even though some details may have been 
uncomplimentary. The continuity and coordination 
of these research efforts is satisfactory, but barely 
scratched the surface. Each data collection method 
will be discussed in turn. 
c. The fs.ct that the market reses.rch director was con-
sulted in the formulative stages of this promotion 
indicates that management recognized, used, and sup-
ported the value of market research. Whether this 
may be stated sl so as appreciation of the long ... term 
aspects of market research is problematical and can-
not be resolved by seeing the mana09ment-research 
relation ship for only a limited period of time; 
however the cooperative spirit seemed quite high and 
probably would suggest that the market research 
function was firmly entrenched as an oper ating part 
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of Dairymaster.* Its perm anency also is suggested 
by the finn's large sales volume.** 
d. With the assumption that market research is well 
established as an operational department at Dairy-
master, it also may be assumed that its budget is 
set annually and adequate bo permit the department 
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to satisfy demands placed upon it. Further, should 
special projects be assigned or volunte.rily undertaken, 
very likely the market research director would experi-
ence minimum resistance to receiving supplementary 
funds, based upon his integrity, ability to get data, 
and the nature of the study. Although long-term 
financial commitments are very rarely found in inter-
departmental relations, other devices are employed to 
suggest the permanency of operational structure.*** 
e. The manner in which the "Parakeet Pair" assignment 
was given the market research director implies that 
he held a position at least on the same level as 
Dairymaster's sales manager. The market research 
director was asked to ••scrutinize tre 1953 promotions 
and their resultstt; this type of' request and his 
manner of executing it points to the man's stature. 
In 1947, marketing research departments were established 
* 5, pp • 6 -12 • 
** 11, pp. 17"19. 
~HH~ 2, pp. 312-313; 5, p. 32; 18, pp • 553-555. 
in 51.3% of the consumer go•ds companies which had 
net sales more than fip5, 000,000 and 77.6% of these 
department heads reported to the board of directors, 
president, or a vice-president.* Market resee.rch re-
ports must be put directly into the hands of persons 
who have the intelligence and authority to use the 
information. 
f. The timing and level at which the market research 
director was introduced to Dairymaster's projects 
speaks for the confidence the firm has in its market 
research department. Not being a newly established 
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department' , this confidence must have been built through 
good interdepartmental relations, accuracy, timeliness 
and usefulness of reports. But initially, prior to 
or when the department was organized or restaffed, 
experiences, a consultant, or the market research 
director must have ~9!~ management on their momentary 
and continuing . need for this function.** 
g. Problem definition has been discussed in ~hapt~~s I I 
and .. VIII ._ of this thesis; further comment here would 
be redundant.*** In broad terms, Dairymaster's problem 
was .to determine the more expedient application of ice 
cream promotions, to build a dealer organization as 
* 5, PP• 26-28; 11, PP• 17-18. 
~~ 5, pp. 33-34, 598-599; 11, p. 23; 96. 
*** 5, chapt. 16; 18, pp. 214-215. 
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prime objective, or to first create selective demand 
among consumers. The second task before the market 
research department at this time was to evaluate 
this promotion as an aid to merchandising ice cream. 
FUNCTIONS 
1. Scope 
The American Marketing Ass ociation defines marketing 
research as ttthe ge_thering, recording, and analyzing of all 
facts about problems relating to the transfer and sale of 
goods and services from producer to consumer."* All tasks 
or projects in the entire marketing research ·_ operation*~- are 
subordinate to this central objective and aid in its fu l :fill-
ment. There are eleven normal functions of marketing research 
and each includes several types of more specialized research 
projects. In his "Check Chart for Top Management and Research 
""** Directors,"' Mr. Heusner lists: 
1.) ANALYSIS OF ECONOMIC TRENDS 
Short term forecasts, one year or less 
Long term forecasts, over one year tor 
industry and company 
All pertinent economic factors 
2. ) MEASUREMENT OF SAIES POTENTIAL 
Total market 
Company's share 
Potential by market -- State -- Area 
Sales quotas -- Territory -- District -- Total 
* 21. 
** 61. 
*.;f.-'.} 96. 
3.) MEASUREMENT OF SALES TRENDS 
Effect of sales policy changes on company's 
position in industry 
Competitive trends 
4.) STUDIES OF PRODUCT AND PACKilGING 
New Uses for old product 
New product utility 
Effectiveness of packaging 
5.) ANALYSIS OF DISTRIBUTION 
Retail and wholexale distribution attained 
Retail and wholesale distribution available 
Outlet coverage of salesmen 
Efficient size of territory 
Preferred types of outlets 
6.) ANALYSIS OF PROFITABILITY 
Of markets 
Of products 
Of territories 
Of distributors and retailers 
7.) DEMAND AND PRICE STUDIES 
Consumer income and demand 
Demand vs. price 
Geographical differences in demand 
8,) tW~.LYSIS OF COMPEI'ITION 
Product -- Price -- Sales method and policy --
Volume 
9. } DETERMINING CONSUMER REACT ION 
Product use 
Brand preference 
Buying habits 
.P1dvertising themes and media 
Company prestige 
10.) DETERMINING DEALER REACTION 
To sales policy and credit policies 
To product and packaging 
To brand and competitive brands 
To s EJ.les force 
11.) MEASURING ADVERTISING EFFECTIVENESS 
Readership -- Listening 
Impact -- Recollection 
Identification. 
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2. Limitations 
A market research department's level of activity 
depends upon the nature of the problems faced, management's 
attitude toward marketing research, the abilities of the re-
search staff, and the financial appropriation for their 
projects.* In broader terms than expressed by Mr. Heusner 's 
list of functions, marketing research is 1 imited to four areas 
of consideration, studies relating to {1) product or service, 
{2) markets, {3) sales, advertising, and merchandising methods, 
and (4) policy. 
Frequently confusion exists rega.rding the precise 
limitations of "market research, tt as this term has erroneously 
become interchangeable with "marketing research" (the title 
of this broad area under discussion). These captions have 
been used to describe the department, its scope, and the over-
all functions just enumerated. 
Although usage readily indicates the meaning intended 
by each, correctness demands ths.t ttmarketing resee.rch" describe 
the entire subject matter and personnel devoted to "the use 
of scientific method in the solution of marketing or distri-
** bution problems.n In this sense, marketing or distribution 
{synonymous~~~ means the creation of the economic utilities 
* 11, P• 24; 44. 
*-:f 5, P• 5. 
~»~fo 14, P• 1. 
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of time, place, and possession, but not "form" utility which 
is ere a ted by the ttproduct ion 11 functions of' business*; market-
ing is the business of buying arid selling, and includes all 
activities involved in the f'low of goods and services from 
*"''-production to consumption. " 
"Market research'• is one or may embrace several of 
the functions of' marketing research. Because at times parti-
cular marketing research depa.rtments devote nearly all their 
attention to the performance of' these specific projects, and 
because in many industries the study of' those subjects is 
paramount compared with other applications of' marketing re~ 
search, those specialized departments may have taken the 
ne.rrower title, "market research department,'·' when 1 t actually 
is a misnomerl These instances, the similarity of functions, 
methods, and applications, plus the shortness of the word, 
ttmarket research," may have st irnulated the near interchange-
ability with "marketing research" in some areas of discussion. 
Similarly, the word "marke. t" has several aspe eta 
-!"** and distinct meanings, such as: 
a 11 meetingtt of people for buying and selling, 
a "place" where goods are offered for sale and where 
b~yers and sellers meet, 
_.,. an "areatt within which price-determining influ-
ences (supply and demand) operate, 
* 7, pp. 1 .... 2. 
-r~..:- 21. 
*** 7, p. 2. 
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an ttarea'' in which there is R. demand :t~or goods , 
the course of Ucom1nerc ial a.ctivltyn by wh ich 
the exch e.nge of commodit ies is effe c ted,·::-
a "bodytt or "group of mentt associated in , or 
or ganized f or , t he buying and se l ling of goods ,* 
a. uprevailing price" a t any given moment of open 
exchange in a marke t place, 
the ttacceptance" of a product,*"''} 
••people" or "organizations" that ar.fkcustomers 
or prospects for goods or services, 
the '•quanti ty" of goods o:r volume of service 
which has been or may be sold within a given 
time and area • 
.A.ll these definitions recognize t hat a market is composed of 
people. 
'•Abs olutely nothing happens, economically speaking, 
un til a sale is madeZ"~~ And what sale can be completed 
without a customer? The multiplicity of man, the complexit i e s 
of human nature, the diversities of peoples, -- their thoughts, 
ac t ions, and ways of life, -- this is the subject of most 
t h ~~'} marke ing researc • Because his subject and sources 
are infinite, the market researcher must set his own limita-
tion s as to scope, objectives, a nd plan of attack. He must de-
f ine the problem with exactness and devise its means of solution, 
* 15, P• 612. 
** 11, P• 30, 33. 
*** 129. 
**** 14:, P• 16. 
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being limited only by feasib il ity of method, adaptability of 
technique, versatility of personnel , validity of result, 
reasonableness of conclusions, and pr E;ctic alnes s of suggested 
action. 
3. Record ~alysis* 
Computation of expenses exclusive for the "Parakeet 
Pair" promotion (cost of bands and application, only) was 
broken-down both by product and item, but this is of little 
value except that the total in table I is deducted from the 
ttanticipated net income from this promotiontt in table III. 
Therefore table I is really a supporting document for table III; 
all foUl' tables me.y be classed as ttanalys is of pro.fitebility," 
a nd all related to both pint and half gallon packages of ice 
cream branded under three labels and sold through three types 
of retail stores. 
Dairymaster could have obtained much more valuable 
data with only a little additional effort if they had compiled 
this inforraation by package size, brand, type of retail outlet, 
and branch region. To accent the correlation among these 
factors, each percentage distribution table should have been 
constructed on a horizontal-vertical £orm with one factor 
listed in detail :long each axis. Thus all such tables would 
serve double duty by illustrHting a cumulative distribution 
pattern, for example, percent of each brand (3 ) sold in all 
- ~!- 5 I p p e 113 - 119 ; 7 I p p • 6 5 5-6 59 • 
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branch regions (5), and would simultaneously hold the other 
fnctor constant for evaluation of regions by brand, depending 
upon how the table is read by the analyst . 
These break-downs were att empted in a very modest 
and perhaps unintentional form. Table I separates the banding 
costs by packa~ size, but this individual computation was not 
continued in table III which would have been more revealing . 
Table IV also combined all factors and introduced one variable, 
monthly sales in gallons for 1952 and 1953; the greatest value 
of this table is that it permits financial comparisons by 
application of an interpolated price per gallon based upon 
the first two lines of table III. 
Table II lists percent of contest participation 
and percent of pint and half gallon (combined sizes ) ice cream 
sales within each of Dairymaster's five branches. This table 
shows only the beginning of significant statistica.l tabulations, 
and could easily have been made more meaningful by the addition 
of just three columns, to divide percent of pint sales from 
those for half gallon packages, and two columns to provide 
comparative information including either the total market, 
sales quotas, or past sales of both sizes for each branch 
region. 
Without such information or this type of computation, 
Dairymaster must have been operating unscientifically and could 
have been very vulnerable to better managed competition which 
compared sales with operational standards. The absence of 
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detailed comparison data must have been an oversight, becau e 
these records could have been computed if they were not ori-
ginally compiled by the accounting department; the market 
research director ; seems to be very competent and of high enough 
position in the company to have been entrusted with the dat~ or 
perhaps even dev:lsed it: 
The inaccuracy of the ''additional income expected 
to result from this promotion, n table III, poin:bs to errors by 
the general merchandise manager -and suggests that this type of 
planning is better done by committees which also have the 
responsibility of periodic s ales and profit forecasting . * In 
many firms the market research director is the cbairm~n of the 
forecasting committee and may have a substantis_l voice in 
planning tbe attainment** of forecasted sales. 
4. Penetration Studie~ 
Details of tre methods employed in testing the effect-
i veness of Dairymaster advertifling are not disclosed, therefore 
comments must be brief. It is assumed that although the samples 
seem unworkably small due to the relatively ls.rge areas covered, 
the respondents are representative residents of the regions 
solicited .# 
f. Sample selection is discussed in Chapter VI . 
* 7, p . 664; 14, pp. 399- 405; 16; 18, P• 276; 42; 
43; 68; 73. 
** 5, pp. 597-599; 11, P• 15. 
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Also it must be acknowledged that the techniques 
~-applied were sound, but this is questionable due to the sample 
size, nature of the promotion (centes t ), and number of media 
used,. The consumer was told of this contest by severe,l means; 
four 1/3 page color comic insertions in Sunday newspapers, six 
500 line daily newspaper ads, twelve le.te ai'ternoon spot T-V 
commercials, and extensive point-of-purchase retail advertising 
consisting of 2,000 cardbo ard birds, 250,000 fliers, as well as 
a large quantity of booklets, window signs, counter-wall "tack ... 
ups," contest entry bands, and word of mouth, all were of some 
influence upon the consumer, making advertising recall tests 
exceptionally difficult. While Dairymaster may have been 
trying to measure the effect of one or two media used, the 
respondent may reply affirmatively, not realizing that the 
mental image he may have was created by an entirely different 
means. 
Further doubt as to tre thoroughness of thi ad ... 
vertising check results from the large number of other c&m-
paigns being run simultaneously, and the inherent difficulty 
of isolating the impressions formed exclusively by the 
ttparakeet Pair" promotioo . For this reason, a. "before and 
after" copy test may have been desirable, but apparently was 
not performed. 
* 5, PP • 207-212; 7, pp. 646-647, 665; 11, P • 246; 
55; 71; 75; 98. 
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5. Retailer Survey , Dairymaste r Dealers 
The effect of divided interest is well shown but 
not accurately measured by this survey among 28 Dairymaster 
accounts. It has little validity because the sample stores 
are all within Greater Portland and not representatively 
selected. 
These two objections could have been overcome at 
minimum expense by having the sales force* observe and inter~ 
view retailers according to a specific selection pattern and 
simple but detailed instruction. In this manner all desired 
observation"interviews could be completed within the same 
abort interval; tbe ne ed to see point-of-purchase material 
precludes the use of telephone interviews except as a com-
bination method.# Check--ups by the salesmen may have had a 
desirable side effect for the remainder of this promotion and 
if no further observation would be made, could not have dis-
turbed the nature of data thus obtained . 
The sequence of observation and questions were 
~~ .. planned well as was the si.mple, short wording. " The uncer ... 
tai nty expressed by frequent 1'ndon 't know" replies may have 
some signif'icence other than poor memory.~ The economy of 
surveys which gather information on several subjects simultane-
ously seems self evident. 
:fl-' J\ discussion of survey methods is included in 
Chapter VIII. 
* 2, P• 925. 
** 5-!; 84, PP• 402-405• 
~k* 3 , PP• 177-179; 56; 64, P• 403; 76, pp. 373~374. 
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6. Salesmen Report 
• Informal interviews among Dairymaster salesmen* 
provided qualitative information and served as an adjunct to 
the short dealer reaction survey. It is interesting to note 
that although D~drymaster salesmen were interviewed, the in"" 
formation sought was retai ler opinions and attitudes,•~ 
competitors r as well as those which sold the Dairyms.ster 
brands. *** Despite the bias or salesman's opinion which may 
be introduced, this indirect approach obtained some informa-
tion not secured by prior efforts and seemed to capsulize the 
retailer reaction to this promotion and other types. Most 
recommendations rrw.de by the market research director stemmed 
from this section of the promotion evaluation procedure. 
While the dea.ler reaction survey indicated the 
nFlavor Feature'' promotioo was most commonly used by the 28 
dealers observed, Dairymaster salesmen stated that the 
"QJ,uality-Texture" promotion was the most popular promotion 
being offered at that time. Perhaps this comment from the 
sales force points to t he narrow sampling af the survey; the 
first question of the survey shows that the Greater Portland 
dealers were better informed of "Flavor Featuren promotion. 
Unfortunately the case does not state how these dealers were 
informed; obviously, methods varied and some differences may 
have been due to timing of or preparation for the sales calla. 
*2, PP• 123-124; 5, P• 386; 64, p. 425. 
** 48; 92; 95. 
*** 38; 49; 59; 66. 
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7. The Complete Evaluation 
~~ile many functions and methods were used to 
appraise the "Parakeet Pair" promotion, the discussion of 
them only accents the need for additional efforts to gain 
greater validity. Basic economic research seems to have been 
omitted, possibly because studies of economic trends, prices, 
consumer demand, tota.l market, retail distribution available, 
and market potentiAl are only secondary considerations to the 
evaluation of Dairymaster's 1953 promot ions . But more likely, 
the firm had not computed these matters sufficiently to find 
the significance of such information. Too many companies 
don't care or cannot appreciate the planning value such data 
could provide them . Since much of these basic studies is 
obtaina.ble in printed form or may be computed from secondary 
data, ignorance rather than economy must be the reason for 
such meager application. For example, storage facilities may 
be a significant factor influencing sales of half gallon pack-
sges, yet no effort was made to determine ownership of freezer-
* compartment style refrigerators. 
Intent~onal concealing of available, pertinent data, 
as occurred in the "Record Analysis, 11 seems inexcusable stimu-
lation of mediocrity. The most admirable feature of this 
evaluation of promotions is tbe balanced methods selected for 
data gathering, even though most teChniques were inadequately 
* 109 ; 110; 112. 
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executed; the market research directQr had far greater potential 
than demonstre.ted in this case. 
~ ~EQ.U.EL PROMOTION: As stated on page two of this case, this 
was one of a series of promotions. The author particularly 
appreciates the cooperation of Dairymaster 1 s market research 
director in releasing similar i nformation regarding the suc-
ceeding promotion. 
By studying its experience in the Parakeet Pe.ir 
promotion, the ice cream division acquired valuable knowledge; 
it is · of great interest to observe how such information was 
applied. This second Uname the pet" promotion also serves as 
an additional evaluation of the Parakeet Pair promotion, --
the va.lidity of its research findings, conclusions, recommenda-
tions, and the author's analysis. 
Da.irymaster seemed to express general s a.tisfaction 
with the Parakeet Pair promotion sinc e the next promotion in 
this series used the same basi c techn iques and included a 
similar pet contest; it ran from September 1 to October 15, 
1953, beginning only one month after the close of the 
f:i.rst of the series. 
1. !£plication of F~we Recommendations 
As far as possible, the five recommendations made 
by the market resea.rch director had been incorporated in the 
succ e eding promotion. 
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1. The number of simultaneous promotions had been reduced 
from five to three ; this promotion had to compete with 
only two rather than .four other promotions, -- the 
Flavor Feature and Cutlery Premium (continuing). 
2. Some Dalrymaster salesmen questioned the timing because 
this promotion bad been introduced before the Parakeet 
Pair winners were announced. However , consumers 
responded favorably and as dete rmined by the survey of 
retailers, few dealers commented on the interval be-
tween these major promotions . 
3. Twenty thousand pads, each containing fifty en try 
blanks, were printed. The cardboard bottom of each 
pad had an adhes ive backing for quick attachment to 
the outside of the freezer chest or other appropriate 
position. 
4 . In addition to more colorful point - of- purchase 
material of the type used in the Parakeet Pair pro-
motion, this promotional material included 12 , 000 
sets of trading car ds which were distributed to 
children, one card with each purchase of ice cream . 
Every s et of trading cards conta ine d 42 pictures re-
l a t ing to the pet prize . 
5 . Dei ryma s ter salesmen were issued inserts and litera~ 
t ure for their sales portfo l ios to help them present 
this promotion to their de alers or competitor•' ac-
counts . Salesmen and merchandising men were urged 
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to see t hat al l advertisi ng mat eria l purchased .for 
this promotion was used. Eigpt y percent o.f Dairy~ 
master's account s wer e well in.formed o.f this contest, 
received, and used point of' p urchase material . 
2 . Record Analysis 
As in the Parakeet Pai r promotion, sal es resulting 
directly .from the ;econd pet promotion could not be measured. 
Although .fewer entries were received , (12,695 compared with 
20,964 from the Parakeet Pair contest), Septewber sales rose 
8 . 2% over the previous year and October ' s were 1.5% higher . 
This seems more significant when compared with total company 
sales .for September and October which were changed by + 4.2% 
and - 7 .0%' respectively; the increase in pint and h alf'-gallon 
ice cream sale s exceeded the change in total company aales by 
4% in September and 8.5_% in October. 
TABLE VI 
Sales Comparisons 
Tot. Co .Sales Pt . & i s;al . SE~. les 
of % net % 1952 1953 c~ng. 1952 
--
1953 chng .. ChllS.:. 
Sept ., 911 ,660 950, 250 +4 . 2 235, 593 254,820 f-8.2 -+ 4 . 0 
oct. 909,490 845,9 59 -7.0 252 I 945 256,649 .,.1. 5 f8. 5 
Despite the f act that durin g this promotion Truetaste 
and Dairyme.ster half-gallon packages had been offered at re-
duced prices , a long range trend had been de t ected indicating 
a steady increase in half-gallon sales . 
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The second pet promotion enjoyed greater success than 
its predecessor because it embodied most of the knowledge ac~ 
quired from the study of the Para.kee t Pair promotion and was 
conducted by more experienced personnel during cooler weather. 
3 • .C. dvertis ing Penetration 
Despite the lower number of entries (12,695 vs. 20,964), 
consumer advertising penetration studies re.te d this campaign 
as very effective. In Bellingham, Washington, this advertising 
had the second largest recall of all Dairymaster's current ad-
vertising (including al!_ merchandise divisi_ons). 
4- :Multi -Brand Retailer Survey 
Durin g the last week of the contest a field study 
was conducted among 151 stores in and about Portland, Oregon 
(50), Everett (45), and Bellingham, Washington (56). This 
personal in tervievi retailer survey contacted 8 chain super-
markets, 29 independent supermarkets end self-service stor es, 
27 service grocery stores, 30 variety stores, and 57 drug 
stores, -- 72 ( 48%) of which ce.rried the Dairymaster brands 
and 79 (52%) carrying competitive labels. 
a. Among Dairymaster Dealers. About 50% of Dairymaster 
retailers reacted enthusiastically toward the second pet pro-
motion; the other half responded passively or disliked it 
stating their opinions as, ttDidn 't like the prize offered, n 
"Did not affect sales," or "Ran out of trading cards." 
Eighty-one percent of Dairymaster dealers hed this contest, 
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22 ,% l iked itj and additional 17% liked it with qualifyi ng 
statements (but would like to have it repeated), and the re-
ma ining 42%' considered it inerfectiva 
Eighty~one percent of the dealers {58) displayed 
point-of-purchase at som e time during those six weeks; 52 % 
(37) we re showing all or some par t of the material during 
the last week of the contest. 
b. Comparison. 'When asked "What is the most effective 
way to promote sales of ice ere am 1•• price sales was the reply 
given by 50 % of the Dairymaster accounts, 26 % of the merchants 
selling the most competitive brand, 31% of all other ret ai lers, 
and 39% of all stores in general. This indic ates advers ary 
opinion f avors Dairymaster promotions and partially contradict s 
competitor confidence in its own promotions . 
The stores selling the brand most competitive to 
Dairymaster felt that their distributor excells with re gard 
to i ce cream promotions. However, both groups or stores were 
identical in that 65% of each brand 1 s accounts displayed some 
spec ial promotion during the week of October 15, 1953. As a 
contrast, only 27% of all other stores surveyed had any special 
promotion displayed. From their replies to this question these 
merchants had been impressed by the second pet promotion and 
were likely prospects for the Dairymaster sa les staff. About 
33% of all competitive accounts surveyed knew about the contest, 
but their apprais al of it \tve.:s quite critical, - - 67% or their 
comments were unfavorable! 
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5. Salesmen Respond 
The aales rorce showed immediate and high enthu-
siasm ror this promotion, perhaps because they were conrident 
or being well prepared to introduce it (literature). Most or 
their adverse comments referred to details which could have 
made the program less erfective. The most rrequent or these 
were annoyance with the delay in getting enough entry blanks 
and trading cards, concern that lack of man-power would not 
allow proper coverage of accounts with point-of-purchase 
material, and some concern because the introduction of thia 
promotion preceded the announcement or winners of the Parakeet 
Pair promotion. 
6. Recommendation• 
Following the second pet promotion the market 
research director made three recommendations similar to hia 
previous rive: -
1. If maximum results are to be obtained from any single 
promotion, it should not overlap a previous promotion. 
2. In order to use a promotion effectively, selling acti-
vities should be planned and directed as carerully aa 
other stepa in the program. 
3. Prize ideas should be pretested more carefully berore 
making a rinal selection. 
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7. A.nalysis 
After exsmining the progress of the second pe t 
pr omotion, the analysis of the Parakeet Pair promotion seems 
too critica l of the general merchand ise manager and his s8.les 
estimates . However , it is i ntere sti.ng that the ~econd promo-
tion report made no mention of sales estimates, but stated 
-
the percent of chan ge from the previous year as a concluded 
f act, -- not as part of the planning. 
8. Behind the Scene 
The PB.rakeet Psir promot ion taught Dairymas ter many 
refinements in promot i ng i ce cream. ~t the conclusion of its 
se c ond pr omotion, Dairymaster's market research director voiced 
several recommendations; in essence this was a c apsulizing of 
their newly acquired e xperience . It is as sumed that these 
suggestions were a.pplied in subs equant programs of t .. is and 
ot h er promotional campaigns, each of which likewise would 
provide additional informa ticn and be usably recorded. 
as a res ult of such a learning and recommending, 
the third promotion was the last of t h is type conducted by 
Dairymaater' s Ice Cream Division. ~~en the findings of the 
next promotion's measurements had been analyzed, the market 
research director was certain that no increase in sales and 
relatively few other advant ages resul ted fr om this type of 
promotion. As a consequence, this seriea was discontinued 
and probably never will be repeated by Dairymaster . Subse-
quent ~ promotions were of an entirely different nature but 
did incorporate many methods proven effective by this ttname 
the pettt series. 
CHAPTER IV 
THE EDWARD J.NOONAN MARKET RESEARCH ORGANIZATION* 
CASE STUDY 
Market measurement by survey techniques 
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ORIENTATION: Located in Boston, Massachusetts, the fact-
gathering consulting firm of Edward J. Noonan Market 
Research Organization devotes 90% of its efforts to conducting 
surveys for all types of clients, manufacturers (principally 
of consumer goods), distributors, advertising agencies, public 
relations staffs, advertising _media, trade association•, banka 
(commercial and savings), etc. Information is solicited among 
consumers and retailers; approximately 65% of its investiga-
tion• are personal interviews, 25% are made over the telephone, 
and 10% through the mail, usually within New England. 
Aside from these sponsored surveys, the remaining 
10% of staff time is devoted to house projects, frequently 
as an adjunct to efforts for clients. To finance these 
basic research projects and industry-area economic analyaea, 
much of the information acquired by these effort~ is published 
in trade journals and educational monographs, or summarized 
and catalogued in an effort to sell specially te.bulated re-
ports. This development program introduced the Noonan 
* 121. 
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Organization to many potential clients and provided a aelr-
sustaining diversification plan as well as training projects 
ror new personnel, assuring clients or only skilled atarfa. 
an independent field study or this type was con-
ducted late in the spring of 1940. In conjunction with a 
sponsored retailer survey on insect repellents, Noonan's 
starr compiled a market atudy of white shoe polish in the 
Greater Boston Trading Area. Recognizing the twin facets or 
market measurement studies, this "house project" was divided 
into two personal interview surveys, consumer and dealer, 
both conducted simultaneously in the same eighteen (18) com-
munities in and surrounding Boston. 
To determine the public's purchasing habits, •oo 
residents were interviewed. Pre-selected portions or a map 
of the trading area and environs identified the towns and 
cities to be polled.* Each sub-sample district was chosen 
on a basis of its unirormity to the surrounding residential 
districts (socio-economic, home ownership, age distribution, 
and family sizes). Individual interviewers were relied upon 
to select at random a pre-determined minimum number of 
respondents which would generally conrorm to the universe 
structure as stratified by the statistical staff in Boston. 
Interviews, while not prearranged, were conducted on the streets 
and in public places or each sub-sample district. Each 
* 36. 
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interviewer was to secure about 10-25% more completed inter-
views than requested by the statistician, to enable Noonan's 
. . 
executive staf'f to apply "cut-of.f'-'* points during tabulation. 
In the second phase of this market analysis, •1mul-
taneous with the consumer section, 100 retailers in Boston 
and seventeen surrounding communities were interviewed to 
ascerte.in their special merchandising problems concerning 
"shoe white." The •uburban stores, usually having e. •maller 
volume than their downtown "kin," were carefully selected and 
polled on an area and merchandising type basis. ~rime requi-
sites of' the suburban retailer sample was that in every 
•hopping district, as far as practicable, the field worker 
should determine the "universe" and record the stores by type 
and grade, then interview three, four, or five retailers of 
that area, dependent upon the total number of stores of each 
type and grade (apparent volume). As in the consumer portion 
of' this field study, the interviewer was relied upon to make 
the actual sample selection and, in part, was depended upon 
to determine the universe and representativeness of both 
dealer and consumer samples, being moderately supervised by 
Noonan's administrative and statistical staff's. 
Throughout the suburbs as well as the central shop-
ping district, certain chain and affiliate stores predominated 
the retail scene; since these and several large volume •hoe, 
* 11, PP• 70•72. 
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variety and department stores sold a significant quantity of 
private label white shoe polish, none of these stores could 
be unsolicited in any truly valid market study. To facilitate 
expansion of the retailer sample, it was decided to include 
exactly 100 stores, each being ill.% bt the sample and "blown-
up" to duplicate the characteristics of the retail outlet& 
in the Greater Boston Trading Area. The final step of this 
dealer survey was a sample reappraisal by Mr. Noonan to find 
any ine,dequacies in collection of data; these were corrected 
by supplementary selected interviews, bringing the completed 
sample to 100 stores as previously planned. 
Prior to and as a basi& for the formulation of con-
sumer and retailer general sampling plans, road and trans-
portation maps were studied with a traffic flow chart prepared 
by the Massachusetts Commissioner of Highways and the Depart~ 
ment of Public Utilities. Following this geographic observa-
tion, Noonan's sts.tisticians prepared a buying power diatri-
bution pattern which was an assembly of community factors 
(volume of retail sales, home ownership, family sizes, 
earnings, unemployment trends, industrial levels, and assessed 
property valuations) to outline the sub-sample sizes and 
characteristics. 
Both questionnaires and tabulated findings follow; 
the consumer study is Survey A and precedes the dealer field 
investigation, Survey B. The "human factor" caused some 
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discrepancies between opinion and fact; for example, one 
reapondent expressed his pleasure with Shinola's "Time to 
Shine" radio program, -- not realizing that it is sponsored 
by Griffin's. To insure unbiased replies in both sections 
of this field study, extreme care was used in the preparation 
of suggestion-free questions. The tabulations contain a 
minimum of editorial changes and, wherever possible, have 
been coded and consolidated to permit broadest interpretation. 
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SURVEY "A", Consumer 
1. Q.uestionnaire 
WHITE SHOE POLISH SURVEY - CONSUMER 9UESTIONNAIRE 
1. (4) Do you use a white shoe polish? Yes No 
--- --
(b) Brands? 1. 
-------
2. 
(c) Size preferred Price usually paid 
-~-
(d) About how often do you buy? 
--------------------------
2. Do you remember how you first happened to try this brand? 
(a) Recommended (by whom) · (b) Special sale (price if~· ~r~e~m~e-m~b~e~r~e~d~)-------------------
(c) Store display: Window Counter (d) Magazine advertising (name if remembered) _ ____ _ 
(e) Newspaper advertising ------------------------------(f) Radio broadcasting (g) Other advertising ('-k~i~n~d')------------------------
(h) Family custom · · (i) Other reason (~s-p-e~cTi~fy~)-------------------------
3. What do you like most about this brand? 
---------------
4. What, if anything, do you dislike about it? ---------
5. For how long have you used this brand? 
-----------------
6.. (If 1es s than a year) Do you remember what influenced you 
to try this brand? -----------------------------------
7. What brand did you formerly use? 
8. Did you give it up for any particular reason? Yea ' No ·· _, ) 
Still use occa.sionally No reason - --- - - -· 
If Yes, what? ------------------------------------------
9. What shoe polish advertisements do you rece.ll hearing or 
reading lately? ------------------------------------------
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(Questionnaire continued ) 
City St ate Investigat or 
A.ge 15- 19 __ 20-29 __ 30- -4:0_-4:1- 50 __ over 50 
W~t le Femal e 
---
Occupation of head of family 
-----
Class A B c D 
EDWARD J . NOONAN 
Publicity & market research Boston, Massachusett ~ 
2 . Findings , i n or der of interrogation 
l .a. - 87% of respondents used some t ype of white shoe 
po l ish . 
45 Non- users and the 7 informant s who did not know 
the br and they used were not · t abule. t ed ( 13}6) . 
l.b. - 98% of user~ mentioned brand names . 
89% of users ment i oned one brand currently in ex-
e lusive use. 
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~uestions l.b. and 1-d· 
TABLE VII J 
Brand Use and Purchgse Frequency 
l.b . 
LTR . RESPONDENTS RESPONDENTS 
Code BR&~DS USING USING BRAND 
(number) EXCLUSIVELY 
A. Griffin ' s 
B. French Shoe 
Soap 
C. Wh ittemore' . 
D . No- Rub 
E . Shinola 
F. Carbona 
G. Packard 
H. A-l l Other 
Brands 
150 
38 
36 
13 
13 
8 
7 
34 
I . More t han one 49 
Brand 
50% 
13 
12 
4 
3 
2 
12 
(only one brend currently in use) 
G ve no Brand Neme 7 
Non-us ers 45 
Total Consumer Ques tionnaires 
400 
Total All Brands 348 
-
.... 
FR.EQt'ENCY PCHD. 
No. Tot. Aver.Yd. 
Rpld. Pchd . Purche~es 
144 
38 
33 
12 
10 
8 
6 
30 
487 
58 
87 
35 
28 
16 
72 
140 
328 947 
1.5 
2.3 
2 .. 8 
3.0 
2 . 6 
3 . 0 
2.,9 
72 
1. b - BRANDS MENTIONED (In Alphabetical Order) (cont.)----
1~ aero 
2, &lbo (Whittemore) 
3, &von 
~. Bagoff 
5~ Big Chief 
6. Blanco 
7. Bo-Peep 
8~ Bostonian (Whittemore) 
9. Buffer 
10~ Cadet (Whittemore) 
11. Carbona 
12. Charm 
13. Checker Renew 
1~~ Cinch 
15. Cinderella 
16. Du Dads 
17. Elliott 
18. Energine 
19. Evangeline 
20. Fashion 
21. French Shoe Soap 
22. Glace - a - Blanc 
23, Glo-White 
24~ Gold Medal 
25. Griffin 
26. Hollywood 
27 ~ Kno-mark 
28. La Blanchette 
29, L. K. (Liggett's) 
30~ Meltonian 
31. Milk White 
32. Miracle 
33, Mufti 
34. No-Rub 
35. Nu-Shoe 
36 ~ Nu-White 
37 ~ Nyal 
38. One White 
39. Packard 
~o; Pee Chee 
~1. Pearl 
-'2~ Prom 
~3. Regal 
~~. Rialto 
45. Rightoff 
.C:6~ Rite-way 
47. Shinola 
.e:a. Shu-Glo 
<i9 ~ Shu-Milk 
so. Shu-Prim 
51. Shu-Shine 
52. Shu-Soap 
53. Simplicity 
5-i. Sno-Flake 
55. Sno-Kiat 
56. Spic 
57. Stayon 
58. Thayer McNeil 
59. Treadeaay 
60. Two-in-One 
61. Tuxedo 
62. United Drug 
63. Walkover Gloria 
64. Walkover One for Three 
65, Wal•h 's 
66. White Ace 
67. Whittemore's 
68. Wilbur •a 
69. Zenith 
In order to neutralize the effect of multi-brand 
manufacturers, only "brand names" were tabulated 
in both the consumer and retailer surveys, 
Q.ues t ion 1. c. 73 
TAbLE VIII 
Size and Pr ice Preferences# 
----
BRA.l""JDS Sl.ZE PREFERENCE USU~L PRICE OF BRANDS 
. (coded) LGE MED SlVlL 35¢ 25¢ 19¢ 10¢ 8¢ 
(see ----OTHER 39f 30f 20f lSi 9f 
l.b) ---
A. 65 6 '78 ~ 1 51 6 1 ~ 82 .. -
B. 22 ~ 1 1 - 34 1 - - -
c. 12 6 14 - 18 1 1 13 - -
D. 8 1 5 8 1 1 2 - 1 
E. 4 1 6 2 10 
F. 2 2 4 2 2 ~ 
- -
G. 2 2 4 1 
· others 10 2 10 , , 3 2 10 3 13 1 
-
........ 
users of more than one brand 
19 8 1~ 5 3 - 19 3 1 3 21 
-- --
-------------
Total All Brands 146 146 
144 26 13Q 17 l 6 3= 11 3 16= 1 1 
-- -- --- ---
- --
--
#, Brrmds are ceded in column one of Table VII. 
Q.uestion 2. 
TABLE IX 
Initial Use Influence 
2 . a 2 .b 2 . c 
BRANDS RECOMivi:2HDED Fi: SPECSALE DISPLAY 
SLSPSN RELATIVE ItES~ND 1 TS PRICE V' D~DOW COUNTER 
or FRI:ENDS 
A. 19 33 1 25t 12 36 
B. 13 15 1 0 3 
c. 3 5 0 3 8 
D. 0 5 3 0 3 
E. 4 2 0 2 2 
F. 1 5 0 1 2 
G. 1 1 0 0 0 
others 3 10 1 0 7 
users of more than one brand 
11 7 2 4 11 
Totals 55 83 8 22 72 
2 :-cr. - 2.f-. 2 .h. 
Magz . &dv. 2 . e. Re.dio 2.g. Custom 2.1. 
BR.AHDS Newspr .~~dv . Other Adv. Mis c. 
A. 9 8 5 0 23 4 
B. 0 1 1 0 4 0 
c. 1 1 2 1 11 4 
D. 0 0 0 0 2 1 
E. 0 1 1 0 :. 1 0 
F. 0 1 0 0 0 0 
G. 0 0 0 0 0 2 
H. 3 0 2 1 3 4 
I. 1 4 2 0 9 4 
Tots.l all brands 
14 16 13 2 53 19 
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2. d. had too :few menticn s to tabulate. 
Listed under 2. g. was "catalog" and "subway car ad." 
2. i. responses enumerated: 
Home town product. Desired to change brands. 
Saw people purchasing. Had good name. 
Salesperson came to house. Wanted in a tube. 
User borrowed it in college and later bought it. 
3. Favorable Reasons mentioned: (following tabular code alao 
indicates decreasingly important reasons for brand preference) 
1. White does not rub off. 
2. It applies easily or quickly. 
3. It cleans shoes, removes spots or hides blemishes. 
4. It applies even~y or without atreaks. 
s. It stays on longer. 
6. It gives a pure white, or makes shoes whiter than 
other brands. 
7. It does an all~round good job. 
a. There is no powder or chalR after applying. 
9. It is economical. 
10. Good for children's shoes and children like to use it. 
11. Isn't messy to apply. 
12. User likea tube container best. 
13. Miscellaneous reasons: doesn't cake; doesn't shine; 
doesn't harm, dry or crack leather; cleans hats; 
goes a long way; shines leather if polished. 
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TABLE X 
Brand Prererence Reasona 
REASON BRANDS 
.& B c D E F G H I TOTAL 
1. -i5 6 11 11 0 1 0 7 9 90 
2. 28 12 9 -i 3 1 1 11 1-i 83 
:3. 31 10 5 1 3 -i 1 8 18 81 
-i. 27 -i 1 2 6 2 0 8 3 53 
5. 26 6 2 0 2 2 1 6 -i 
-'9 
6. 17 3 5 1 0 0 2 3 2 33 
7. 15 '(l 1 0 0 0 0 3 1 27 
a. -i 2 1 0 0 3 0 0 0 10 
9. 7 2 0 b 0 0 1 0 1 11 
10. • 1 0 0 1 0 0 0 0 6 
11. • 2 0 0 0 1 1 0 0 8 
12. 5 0 0 0 0 0 1 1 0 7 
13. 17 10 8 1 3 1 0 8 11 59 
TOTAL 230 65 -i3 20 18 15 8 55 63 517 
-- - - = - - -
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~. Dislikes mentioned: (tabular key rollows} 
1. Shoe white came orr. 
2. White was expensive. 
3. It was measy to apply. 
~. It didn't ~emove spots or dirt. 
5. Its odor was bad. 
6. It hardened or caked in the container. 
7. Miscellaneous: It couldn't be used on hats, or 
RE.&SON 
B 
1. 7 3 
2. 0 2 
3. 2 1 
~. 0 0 
5. 2 G 
6. 1 0 
7. 1 0 
TOTAL 13 6 
= 
c 
3 
0 
0 
0 
0 
0 
0 
3 
user aimply didn't like it. 
TABLE XI 
Product Complaint~ 
BRANDS 
D E F 
0 
0 
0 
0 
0 
0 
0 
0 
2 
0 
0 
0 
0 
0 
0 
2 
0 
1 
0 
0 
0 
0 
0 
l 
G 
0 
0 
0 
1 
0 
0 
0 
l 
H I 
1 6 
1 0 
0 0 
0 1 
1 0 
0 0 
0 1 
3 8 
£ total or 270 people answered this question. 
TOTAL 
22 
3 
2 
3 
1 
2 
37 
78 
Questions 5 and 6. 
TABLE XII 
Use Lon gevity and Initial Purchas e Influence 
6 . 
Length of Use (If' under a yr.) Influence AVER . NO . 
BRANDS REPLIES YEARS of YEARS Reason:J ~ 
t) 
1~2 ~78 3.~ s::. Q) 
:::1 
Q) r-i +' 
B* 37 98 2.7 .. ., CH oc a a c Cl1 s::: :::10 
00 0 a ,d H 'dor-i til 
c. 7 19i 2.6 -nrn ., .... 0 () O.P c +'H -1-l ..., H bO S:...o 0 
cO (I) tn t1 
"' 
:::1 ..... A.«r Ill) 
-25 1.8 roo. 'd'd ;::1 A. ...... 'H 
(ll 
D .. 1~ S:::a:l s::s:: (..} til Ollll Q) 
(!)(I) (!)(\) (I) 
..-i :::1...-i c:c: 
1.7 S r-I S •n ~ c:J 
..., O .P 
E. 11 19 E~ SH r-i r-i S:.. ..... (!j S:.. Otl) Oli. ...-i :::1 (I) >m <D 
() 0 s A > (1)!1) ..c: 
F .. 7 10 1 .-4: <D ~ <D~ cd ~ ~ S:....-i ..., p::,o ~,0 ~ A. A 0 
G. 7 11 1.7 A 3 oz: 1 5 1 1 1 v 
H. 30 8~~ 2.8 B. 1 1 0 0 0 0 0 
I. ~3 ill 2.8 c. 0 0 0 0 0 0 0 
TQTP..LS 298 865 2.9 n. 0 1 0 o· 1 0 1 
- --
= 
E. 2 0 2 0 0 0 1 
F. 1 0 0 0 () 0 1 
G. 0 1 0 0 0 c ') 
H .. 1 l 1 0 0 0 1 
r . 1 1 1 0 0 0 4 
--
TOTALS 9 8 5 5 2 1 9 
- · - == - - -
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7 .Former Brand 
TABLE XIII 
Brand Mobili tx 
BRANDS FORMERLY USED PRESENT USERS OF CODE LISTED BRANDS 
A B c D E F G H I TOTAL 
~- - --- ----------
Grif'fin'a (A) 9 2 1 1 4 1 4 9 31 
French Shoe Soap (B) 11 2 1 0 0 1 2 5 22 
Whittemore's (C) 36 6 4 3 2 1 11 7 70 
No Rub (D) 1 0 0 0 0 0 0 2 3 
Shinola (:t) 7 2 0 0 0 0 2 3 14 
Carbona (F) 2 1 0 0 0 0 0 0 3 
Pee Chee 13 3 3 0 0 0 1 0 6 26 
2 in 1 6 4 0 0 0 0 0 0 0 10 
Energine 1 0 1 0 0 0 0 0 1 3 
Cadet 0 0 2 0 0 0 0 1 0 3 
Many other brands - 0 5 3 0 0 0 0 0 2 10 
One other brand 
(all combined} 4 0 2 0 0 0 0 1 6 13 
Don't know 4 4 6 5 5 0 3 13 7 ~7 
No other brand 
-
l9 1 9 0 2 1 0 0 3 35 
- - - - - ----- -- --- --
Total New Users 10~ 35 30 11 11 7 7 3~ 51 290 
- - = 
-
Total Deserters 31 22 70 3 1~ 
-- - - - - --·-
3 
Net Changes Reported -t73 -+13 -~0 -+8 -3 ·~ ....:..._~ - - --- -
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8. Reasons for Deserting Former Brand . 
TABLE XIV 
Rationality of Brand Switching 
BRANDS GIVEN UP FOR REASONS FOR NO REASON TOTAL DESERTIONS 
Gr:tffin's (A) 1" 16 30 
French Shoe Soap (B) 15 7 22 
Whittemore 1s (c) 19 -4-4 63 
Shinola (E) 7 9 16 
Pee Chee 13 13 26 
2 in 1 6 
" 
10 
lil other brands (H) 10 10 20 
Brand not stated ., '!!! ~ 75 79 
TOTAL - All brands 88 178 266 
-
Reason (Arranged in order of decreasing importance) No. of 
Users Stating 
Code 
Heading 
# ·1. 
/12. 
#3. 
1111. 
if"· #5. 
/16. 
17~ 
#8. 
/.i 9. 
:ffio. 
#11~ 
1/12. 
User liked present brand better 
White rubbed off 
Whit e applied streakily 
Miscellaneous 
It was expensive 
It was generally unsatisfactory, etc. 
It didn't clean shoes 
It didn't last as long, etc. 
It contained too much chalk, etc. 
It was hard to apply 
It didn't give a satisfactory white 
User wanted white in a tube 
White was messy to apply 
Total (Some users gave more than one reason) 
REASONS 
19 
1~ 
12 
10 
9 
7 
7 
-4 
~ 
• 3 
2 
1 
96 
jji'a nas 
Griffin ' s (A} 1 
French Shoe 
Soap (B) 
Whittemore's 5 
(C) 
NB'-Rub (D) 
Shino1a 
Packard 
Pee Chee 
2 in 1 
Cadet 
Shu-Shine 
Energine 
Sno- F1ake 
A.1bo 
Spic 
Checker 
Big Chief 
Brand not 
mentioned 
(E ) 
(G) 
3 
5 
2 
8 1 
2 1 
1 1 1 
2 4 3 
1 
1 2 1 
4 1 2 
1 3 
1 
1 
1 
1 
1 
Totals 14 9 4 4 7 12 7 4 
1 
..... 
1 
Is brand gi ven up still used occasionally? 
Total - All brands 
YES 
17 
1 6 
2 
1 3 
1 
1 
1 
2 
2 
2 
3 19 
NO 
101 
l 
1 
2 
2 
2 
2 
1 
l 
2 10 
15 
17 
20 
1 
7 
1 
13 
5 
1 
1 
1 
1 
1 
1 
2 
1 
8 
96 
NO REASON 
27 
Question 9 . 
TAIBLE XV 
Advertising Recall 
BRAND 
Griffin's {A) 
Shinola . (E) 
Whittemore's (C) 
2 in 1 (-) 
Carbona (F) 
No-Rub (D) 
Energine (-) 
French Shoe Soap (B) 
Pee Chee (-) 
Shu Milk (-) 
Packard {G) 
Could not identify brand advertised 
TOTAL, all brands 
81 
IDENTIFICATION 
BY RESPONDENTS 
76 
39 
29 
28 
6 
5 
5 
1 
1 
1 
1 
10 
202 
The conclusion of the consumer questionnaire sought qualifying 
information about the respondent. This data was tabulated by 
brands, but because the market seemed so uniformly divided 
among brands irrespective of such information, only a consoli-
dated table is presented here. The only exception worthy of 
mention is that French Shoe Soap consumers were customarily 
among the higher income groups. 
a2 
TABLE XVI 
Respondent Classification, Consumer 
The eighteen cities and towns in the Greater Boston 
shopping area, and the number of informants who lived there are: 
Cities and Towns 
1. Boston 
2. Somerville 
3. Cambridge 
•• Waltham 
5. Malden 
6. Watertown 
7. Medford 
a. Brookline 
9. Newton 
10. Stoughton 
11. Arlington 
12. Everett 
13. Melrose 
14:. Swampscott 
15. ~uincy 
16. Belmont 
17. Stoneham 
18. T·l Revere 
Sex of Informants 
Male 
Female 
Age of Inf ormants 
Number 
131 
a• 
32 
26 
26 
13 
8 
5 
5 
5 
3 
1" 
1 
1 
1 
1 
1 
1 
" 
3.5 
98 
24:2 
34:0 
Age 15-19 
Age 20,;,;29 
Age 30-40 
Age 41•50 
&ge over 50 
Occupation of Head of Family 
4:7 
110 
91 
46 
29 
323 
Returns were classified under certain headings, . which, 
with the number of informants in each class, follow: 
Clerks and Store Managers and Office Workers 
Professional 
Skilled workmen, miscellaneous 
Mechanical and Building Trades 
Salesmen 
Government and other Public Service Workers 
Miscellaneous, unclassified 
Uns~illed Worker• 
Personal Service Establishment Workers 
Retired or Unemployed 
Entrepreneurs 
Public Utility Employees 
Housewives 
Farmers 
Economic Class 
63 
54: 
39 
37 
22 
21 
21 
17 
16 
9 
9 
6 
3 
1 
338 
-
-
The four classes are as follows, with the number of 
informants that appear in that class: 
A Highest buying class, earning over 
$ 5,000 a year 38 
B Upper middle class, earning from 
$3,500 to 5,000 a year 97 
c Lower middle class, earning from 
$2,000 to $3,500 a year 188 
D -- Lowest group, earning less than $1,000 a year. 22 
34:5 
END OF SECTION I 
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SURVEY "B't, Retailer 
~.~I ~~e st1.9.~nii1~e : :  _  : .:~ 
White Shoe Polish Survey 
Dealer Investigation -- May 19•0 
(If more than one size 
or a brand is stocked, 
treat each size as a 
separate item) D. E. F. G. 
l.Bra.nds and sizes Is this -- What is Shelf Average Number 
(in ozs.) currently sales price number or each 
stocked. ranking of sold brand 
of each per now in 
A. B. c. these brand month s tock 
brands? 
White 
Polishes Size Lig,uid Paste Powder 
( ) ( ) ( ) 
( ) ( } ( ) 
( ) ( ) ( } 
( ) ( ) ( ) 
u ) ( ) ( ) 
( } ( ) ( ) 
----
( ) ( ) ( ) 
--
( ) ( ) ( ) 
2. What has been the sales trend of all white shoePpolishes combined 
during the past month? In other words, is this business --
Increasing ( ) Decreasing ( ) Experiencing no change ( ) 
3. Are you applyin g any special sales or promotional efforts to any 
of the brands you currently carry? 
Yes ( ) No ( ) 
If Yes a.. Why? (Reply in full) --------------
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4. What special promotions for any of these brands do you 
recall that were effective? (Reply in full) 
5. Vmat can shoe polish manufacturers do to help you sell 
more white shoe polish? (Reply in full) 
6. Which three of the following selling helps white shoe polish 
manufacturers supply, do you consider the best and most 
helpful?: (Check three only) 
Metal signs inside 
Metal signs outside 
Tack-ups 
Window streamers 
Window displays 
Counter displays 
Calendars 
Other (state) 
7. What kind of advertising do you consider best to help you 
sell white shoe polish? · 
Outdoor posters 
Magazines 
Radio 
Newspapers 
(billboards) Inside counter-
window displays 
Outside displays 
(metal) 
Road signs 
Other (state) 
8. REPORTER TO OBSERVE AND CHECK --
What kind of display material on white shoe polish does 
the store have in use: (List brands displayed opposite 
types of display material) 
1. OUtside signs 
2. Window display 
3. Counter display 
4. Shelf display 
5. Wall display 
--- --- --- ---- ---6. Door signs 
7. Door stickers 
8. Others 
----- ---- ----- ---- -----
Grade of Store TIEe of Store 
Department ( 
~- ( ) Dnugs ( 
Grocery ( 
B ( ) Shoe ( 
Shoe repair( 
c ( ) Syndicate ( 
EDViARD J. NOONAN 
publicity & market research 
) 
) 
) 
) 
) 
) 
Name of dealer 
------
Address 
------------------
City --------- State __ _ 
-rovestigator's Signature 
Boston, Massachusetts 
2. Findin s in order of inter 
Because 100 retail outl 
sales of white shoe polish, th 
the brand is also the percenta 
that brand. Not all retailers 
12 of the 69 known brands (men 
not stocked by any of the 100 
TABLE 
Brand Market 
1. (Column ".&") NUMBER OF 
1. Griffin's 60 
2. French Shoe Soap 25 
3. Whittemore's 19 
~. Pee Chee 1? 
5. Energine 1? 
, 6. Shinola 1~ 
?. White Ace 14 
a. Shu-Shine 12 
9. Cadet 12 
10. Packard 8 
11. Kno~Mark 8 
12. Carbona ? 
13. Prom ? 
1~. Shu-Frim ? 
15. No-Rub ~ 
16. 2-in-1 ~ 
1?. Checker Renew ~ 
18. one-White ~ 
19. Glace-a-Blanc ~ 
20. Cinderella 3 
, 21. Bostonian 3 
.22. Hollywood 3 
23. Stazon 2 
2~. Shu-Soap 2 
2 .5 • .Aero 2 
28. Shu-Milk 2 
27. Meltonian 2 
28. Buffer 2 
29. Simplicity 2 
---- --- - - tfi Jt- -~--
----- - 1. (c ont.) - Column D 
Wgtd. No.of Stores 
Position Branda Giving .lst 
Rating 
1 Griffin ' s ~3 
.. 1Jd \- .. "- --
"' 
A 
85 
ts were contacted regarding 
number of ~tores carrying 
e of distribution enjoyed by 
answered every question; and 
ioned in consumer study) were 
tores interviewed. 
ORES CARRYING BRANDS 
G.lo-White 
Elliott 
Treadeaay 
Sno-Kiat 
Evangeline 
Tuxedo 
La Blanchette 
Charm 
Rite-Way 
Miracle 
Milk-White 
Fashion 
Gold Medal 
Mufti 
Cinch 
Zenith 
L. K. 
Rialto 
Walkover-Gloria 
Walkover 1 for 3 
Regal 
Bago.ff 
Du Dads 
United Drug 
• Nyal 
Righto.ff 
• Shu-Glo 
• Pearl 
2 
2 
2 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
No.of Stores No.of Stores 
Giving 2nd Giving 3rd 
Rating Rating Wgtd. 
17 9 172 
- ___ 3_ ~ 
-9 2 35 
-v Packard 5 1 0 17 
8 Pee Chee 3 .2 3 16 
9 Kno-Mark 3 2 1 1~ 
11 Shu-Prim 3 1 0 11 
4: French Shoe Soap 2 11 5 33 
5 Cadet 2 5 3 21 
10 No-Rub 2 3 0 12 
Cinderella 2 0 0 6 
Stazon 2 0 0 6 
6 Energine 1 6 3 18 
12 Shu-Shine 1 ! 0 11 
13 Prom 1 3 1 10 
1-! Shino1a 1 2 2 9 
15 Carbona 1 1 2 7 
Me1tonian 1 1 g ·s 
Ho11,wood 1 1 0 5 
Treadeasy 1 1 0 5 
Glace-a-B1an c 1 0 1 -! 
Mya1 1 0 0 3 
United Drug l 0 0 3 
La Blanchette 1 0 0 3 
Walkover Gloria 1 0 0 3 
Regal 1 0 0 3 
Elliott 1 0 0 3 
Sno-Kist 1 0 0 3 
L. K. 1 . 0 0 3 
Unrated 4 0 0 12 
Checker Renew 0 1 1 3 
Simplic~ty 0 1 1 3 
Glo-\'fui te 0 1 0 2 
Bostonian 0 1 0 2 
Tuxedo 0 1 0 2 
Pee.rl 0 ~ 0 ::::2 Mufti 0 1 1 
Fashion 0 0 1 1 
Buffer 0 0 1 
" . -----·-·---
Shu-Glow 
Right off 
Itero 
2 in 1 
0 
0 
0 
0 
l. (cont . ) Co 1 umri ·· - "C " 
-NUMBER OF 
STORES CI~RYING 
LIQ.UID PASTE POWDER 
rand ill . mo: ill · 
ackard 5 
1 
ota1 Sales (Units) 
·riff in 16 
33 
1 
2 
2 
~ 
6 
1 
7 
'otal Sales (units) 
5 
1 
11 
15 
1 
0 
0 
2 
5 
1 
4 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
- - - - - - - - - - - - - - -
•rench Shoe Soap 0 
0 
0 
0 
•otal Sales (units) 
- - - - - - - - - - -
:no-Mark 
1otal Sales (units) 
:arbona 
~otal Sales (units) 
0 
0 
0 
1 
2 
1 
1 
1 
1 
14: 
1 
3 
6 
4: 
2 
2 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
·• rr"En 
0 
0 
0 
0 ' 
--
PRICE 
.25 
.2 5 
.25 
.20 
.10 
.10 
.25 
.20 
.10 
.25 
.20 
.10 
.25 
.25 
.25 
.25 
.25 
,25 
.25 
.25 
.10 
.19 
.10 
.25 
.10 
"Fn 
AVERAGE 
UNIT SA-LES 
.12er MONTH 
om 
1 
1 
1 
1 
1 
1 
~-1 
1 
508 
INVENTORY 
~753 1718 
not reported 
4:753 
261 
36 
828 
288 
no report 
" " 
" " 
" " 
" " 
" " 
14:13 
512 
72 
2875 
no report 
14:42 
2160 
4264 
no report 
no report 
nno report 
1089 898 
10 no report 
no report 14:56 
no report no report 
1099 
790 
no report 
231 
66 
" " 
no report 
790 
- -
18 144 
36 48 
9 no report 
216 " " 
no report 12 
" " no report 
279 
I 
- - - - - - - - - - - - - - -
~hino1a 
~otal Sales funits) 
3hu-Shine 
rotal Sales (units} 
2 
3 
1 
2 
3 
0 
2 
0 
0 
0 
- .. - - - - ------
Nhitemore's 3 
2 
0 
6 
0 
2 
0 
0 
2 
1 
0 
6 
2 
3 
3 
0 
0 
2 
0 
0 
0 
0 
0 
.o 
0 
0 
0 
0 
0 
0 
1 
0 
-- ·-------· 
.215 
.10 
.10 
.25 
.10 
.25 
.10 
.25 
.10 
.25 
4: 
54 
216 
no report 
! " 
" " 
" " 
274 
176 
5 
no~port 
181 
------
5 
120 
no report 
9 
1158 
no report 
" " 
:J-96 
11 
8 
- ... 
.25 23 3 8 
.20 48 7 5 
.18 3 6 
.10 85 91 
____ o~ ____ ,.....,t.:~"'------'1--'=A~-~-~ 
1 0 0 .20 no report 
3 0 1 .25 ~ " 
1 0 0 .10 II If 
otal Sales (units) 171 
- - - - - - - - - - - - - - - - - - - - - - -
hit e Ace 5 1 0 .25 90 
6 0 0 .10 67 
1 0 0 .25 no report 
1 0 0 .10 
" 2 0 0 .25 II II 
1 0 0 .10 II II 
Total Sales {units) 157 
- - - - - - - - - - - - - - - - - - - - - - - - - -
Cadet 1 0 0 .25 10 
2 0 0 .10 108 
1 0 0 .09 25 
3 0 0 .10 no report 
4 1 0 •10 
" " 
Total Sales {units) 143 
- - - - - - - - - -
- - - - - - - - - -
Pet: Chee 9 0 0 .25 122 
1 1 0 .19 11 
1 0 0 .19 1 
4 0 0 .25 no report 
Total Sales {units) 134 
- - - - - - - - - - - - - - - - - - - -
~11 Other Brands 
Combined 1 1 0 .50 149 
1 0 0 .45 24 
22 10 4 o25 5012 
1 0 0 .20 2 
2 0 0 . 15 6 
16 4 0 .10 340 
2 0 0 .09 27 
0 1 0 .25 ' 1152 
2 1 0 . 119 20 
1 0 0 • • 10 144 
7 4 0 .25 no report 
1 0 0 .15 
" " 3 1 0 .10 
" " 1 0 0 .o8 
" 
n 
2 0 0 .50 
" " 13 1 2 .25 n n 
1 1 0 .19 tt 
" 6 l 0 ,1o 
" " 
Total Sales (units) 6876 
- - - - - - - - - - - - - - - - -
- - - - - - - - -
--
--- ----------
1. (cont.) 
Co1unms "C" 
Number 
of stores 
ce.rrying 
liquid 
1 
1 
64: 
3 
5 
2 
73 
4 
153 
TOTAL SALES REPORTED 
Number Number 
of stores of stores 
carrying carrying 
paste powder 
1 0 
0 0 
46 4 
0 0 
2 0 
0 1 
24 0 
0 0 
73 5 
BY PRICE CLASS 
"E" 
Price 
--
$ .50 
.45 
.25 
.20 
.19 
.15 
.10 
.09 
Sales 
149 
24 
13510 
86 
41 
9 
2377 
64 
16260 
2 
no r eport 
It \f 
-
118 
43 
4 
6 
no report 
" 
II 
-
24 
26 
12 
2172 
no report 
-
63 
8 
no report 
It 
" 
-
15 
144 
4529 
6 
1 8 
1430 
35 
no report 
" " 
" " 2625 
12 
2173 
1'2 
no report 
It 
" 
" " 
" " 
- - - - -
Question 2. 
TABLE XVIII 
Industry Sales Trend 
all white shoe polishes combined, April, 1940 
INCREASING DECREASING NO CHANGE NOT .llliSWERED 
53 10 36 1 
86 
TOTAL 
100 
3. Are you applying any special sales or promotionail:t" eff'orts 
to any of the brands you currently carry? 
Yes No Not Answered 
11 87 2 
If Yes: What? 
To this question one department store replied that it 
had a contest among its sales people; another that special 
sales efforts were made by its salespersons. One shoe store 
said that it had demonstrations on how to use shoe white; and 
another store mentioned oral demonstrations and special window 
display. One variety store he.d a window display showing shoes 
-before and after apjlying shoe white. One grocery chain had 
special displays and advertisements in its circulars. Others 
had window and counter displays. 
Q,ues t ion 4 . 
TABLE XIX 
Sales Promotion Opinions 
XIX~ a. In General 
Thought 
" 1t 
n 
" 
" 
" 
" 
" ,, 
" It 
n 
n 
suggestive selling by salesperson best 
demonstrations most effective 
radio programs were most effective 
window displays were most effective 
counter displays were most effective 
magazine or newspaper advertising was most 
effective 
contests among salespersons most effective 
free samples would be;·.:most effective 
premium money to salespersons most effective 
other advertising most effective 
Griffin advertising had helped all shoe white 
Liked Griffin's window dressing 
Liked Griffin's radio progr am 
Energine radio program very effective 
promotion schemes of Pee Chee very effective 
Number not answering 
Number who didn't know 
8'7 
5. What . can shoe polish manufactUl'era L:do to help you sell 
more Bhoe white polish? 
10 
'7 
'7 
~ 
~ 
2 
2 
1 
1 
1 
~ 
1 
2 
2 
2 
13 
~a 
To this question i'ourteen replied "nothing" and nine 
did not reply. Percentage of replies is therefore much h igher 
than that to question number ~. .any of the answers fell into 
conventional patterns, and all have been included in the 
following table. 
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XIX. b. Manufacturer Aid 
1. Better advertising or more of it 2• 
2. Window dressing or .display material 17 
3. Instructions to consumer in using 13 
•• Attractive packages 10 
5. Attractive counter displays • 
6. Improved product • 
7. More radio advertising 3 
8. More newspaper advertising 3 
9. Sales tips for salespersons 3 
10. Advertise improved quality 3 
11. Premiums for sales persons 3 
12. Informant resents 5 & 10 or chain store 
competition 3 
13. Eliminate rubbing off 2 1•. Give free samples 2 
15. Bigger diacounts to stores 2 
16. Lower retail price 2 
17. Remove waxy base from shoe White 2 
18. Advertise simplicity of application 1 
19. Supply window strips 1 
20. More profit for retailer 1 
21. Stop selling to the 5 & 10 1 
22. Stop price cutting 1 
23. Supply display stands 1 2•. Help sell more white shoes 1 
25. Have uniform quality in white 1 
Some of the above classifications are much alike. 
To avoid attaching any interpretations to the retailers' 
statements they have not been consolidated. Most of the 
large stores complained about 5 and 10 cent stores selling 
shoe white for 10 cents, as they could not handle that 
size and make it worth while. Among the stores suggesting 
a more attractive package for shoe white was Filene•s. 
This is the fourth most numerous suggestion. 
6. Which three of the following selling helps white shoe 
polish manufacturers supply do you consider the best and 
most helpful?: {Check three only) 
XIX. c. Prompted Comment 
Metal signs inside 
Metal signs outside 
· Tack upa 
Window streamers 
9 
21 
7 
29 
Window di_splays 
Counter displays 
Calendars 
Other (see below) 
67 
71 
2 
6 
(Others included: samples (1); car signs (1); outside 
streamers (1); special display stands (2); and demon~ 
strations {1).) 
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7. What kind of advertising do you consider best to help 
you sell white shoe polish? 
XIX. d. Advertising 
Outdoor posters (Billboards) 
Magazines 
Radio 
Newspapers 
Inside counter - window displays 
outside metal displays 
Road signs 
Others (see below) 
Demonstrations 1 
Car cards 2 
Samples 1 
Sky writing 1 
Word of mouth 1 
12 
29 
69 
2~ 
~2 
9 
2 
6 
8. What kind of display material on shoe white does the 
store have in use? (Reporter to observe and check) 
Opposite the eight sections to this question is listed 
the number of stores carrying such advertising, by brands. 
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XIX. e. Observation 
1. Outside signs. -- None. 
2. Window displays. Griffins 20 --Whittemore's ~ --
French Shoe Soap 3 -- ~~ite Ace 3 -- Cadet 3 --
Simplicity 3 -- Energine 2 -- One Vfuite 2 -- and 
Carbona, Prom, Shinola, Shu White, 2 in 1, Nyal, 
Stayon, Hollywood, Checker Renew and Cinch, one 
each. 
3. Counter displays. Griffin's 26 --French Shoe 
Soap 12 ~- Energine 8 -- Cadet 7 -- Shinola 7 --
Whittemore's 7 --Carbone 4 --Packard 4 -- Shue 
Shine 3 -- Pee Chee 3 -- Prom 3 -- ~~ite Ace 3 --
Shu Prim 3 -- Know Mark 3 -- Glo White 2 -- Tread-
easy 2 -- Bostonian 2 -- and twenty-one other brands 
one each. 
4. Shelf Displays. Griffin's 11 -- Wbittemore's ~ 
French Shoe Soap 4 -- Pee Chee 3 -- Shu Shine 3 
Energine 2 -- Prom 2 -- White Ace 2 -- No Run 2 --
Shinola 2 -- and Cadet, Fashion, 2 in 1, Aero, 
Kno-Mark, Elliott, Checker Renew, Glace-a-Blanc, 
Cs.rbona, Miracle, Shu-Prim, Bostonian and Milk 
White, one each. 
5. Wall Display. Griffin's 4. 
6. Door Signs. Griffin's 1. 
7. Door Stickers. None. 
8. Others: 
Cabinet with Packard and Shu-Prim 
Glass Case 
Tack-ups 
Large Shinola sign outside 
1 
1 
1 
1 
4 
Thirteen of the stores had no advertising observed 
by the interviewer, and seven of the interviewers did 
no·t answer the question. Forty-nine brands were ob-
served in window displays, one hundred and twenty 
brands were observed in all counter displays, and 
forty-eight brands were shown on shelf display. 
37 
TABLE XX 
Respondent Classification, Retailer 
Type of Store 
Department • • • • • • • • • . . . . 
Drug • • . • . . . . • • • • . . 
Grocery • • • • • • • • • • . . 
Shoe • • • • • . . . . 0 • • 
Shoe Repair • • • • • • • • 
Syndicate • • • • • • • • • 
Other • • • • • • • • 
. . . . 
• • • • 
. . 
1-4: 
17 
8 
23 
23 
13 
2 
Total . . . . . . . . . . . . . . . 100 
B 
27 
Grade of Store 
c Not Answered 
1-4: 22 
Number of Brands Carried by Stores 
Number of stores carrying one brand • • • • 19 
n n n tr two brands. 37 • • • n n 
" 
tt three brands 16 • • 
" " 
,, n four brands 15 • • • 
" 
II 
" " 
five brands 4: • • • tt 
" 
II 
" 
six brenda -4: • • • 
" 
It 
" 
tt seven brands 2 • • 
" 
tt 
" 
n eight brands 1 • • 
" " " " 
twelve brands 1 • • It 
" " " 
thirteen brands • 1 
100 
Total 
100 
Average number of brands carried per store 2.9 
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DISCUSSION POINTS: On the basis of these findings, present 
your market analysis of shoe white in the Greater Boston 
Trading Area. Avoid reference to events which may have oc-
curred after May, 1940. Consider implications as well as 
facts uncovered by both surveys. 
CHAPTER V 
THE EDWARD J .. NOONAN Nl.ARKE'r RESEARCH ORGANIZA.TION 
ANALYSIS OF FINDINGS# 
SURVEY '•Art . Consumer in numberica.l sequence 
===========J ' 
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1 . b . Of 355 informants naming 69 brands of white shoe polish 
in use, only 7 persons did not mention their brand prefer-
ence; this indicates strong brand loyalt y . 
1 . c~ Many consumers confuse size and price. The small 
size is preferred by slightly more than half the Griffin 
users, while the users of all other brands have stated the 
contrary. Generally, preferences of small and large sizes 
are nearly equally divided among low and high price purchases 
as indicated by the totals of all brands. It is inter esting 
to note that although 324 persons answered both sections of 
this question, the number paying lOt or less exceeds the 
respondents preferring the small size. 
1. d. Griffin customers made the most frequent purcha ses 
during the year; perhaps this in some way confirms their 
# To maintain continuity of' thought, this 
analysis is presented in question by question 
form to coincide with the findings and both 
questionnaires . Some responses seem self-
evident and in the interest of brevity, no 
comment is offered in such cases . 
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habit of buying the small size more frequently. Al though 
French Shoe Soap was the second most frequently mentioned 
brand (1. b.), it was the least frequently purchased of all 
brands, having obtained a purchase frequency (large aize 
only) of 1! packages per year as compared with the all brand 
average of 2.9 times per year. In most instances, it may be 
said that frequency of purchase varies inversely with the 
aize of container selected. 
2. a. Shinola was the only brand more commonly first tried 
because it was recommended by salespersons :nanher than by 
relatives or friends. The totals for all brands indicate 
that twice as many people first tried their present brand 
of white shoe polish on the recommendation of a relative or 
friend than those who began using theirs as a result of a 
s ale sperson's suggestion. 
2. c. First purchases of Shinola were influenced equally 
by window and count er displays. This seems the exception, 
as the totals for all brands indicate that counter displays 
were 3t times more effective in influencing first purchases 
of brands. 
3. The t ·otal reasons for preference of the brand in use 
exceed the number of respondents, indicating that many had 
several favorable reasons; preference reason percentages 
follow: 
18% (1) 
16% (2) 
16% (3) 
10% ( 4) 
10% (6) 
6% (5} 
White does not rub off. 
It applies easily or quickly. 
It cleans shoes, removes s pots or hide~ 
blemishes. 
It applies evenly or without streaks. 
It gives a pure white, or makes shoes 
whiter than other brands. 
It stays on longer. 
Because reason #9, "it is economical," has a different cone 
notation than reason # 5, "it stays on longer," these must be 
considered both separately and in combination, which would 
be a 9% preference and not materially disturb the sequence 
of reasons as itemized in the findings. 
Griffin (A) purchasers follow the general pattern of 
reasons for use except that they reverse reasons # 2 and # 3. 
French Shoe Soap (B) customers prefer tha.t brand primarily 
for reasons #2 and # 3, but further indicate that reason # 1 
is only fourth or fifth among their list of reason s . More 
than half the No-Rub (D) users expressing themselves said 
they liked it because "it didn't come off" (/11}; no other 
brand enjoyed such a favorable preference for the prime 
reason of all consumers. Users of Shinola (E), Carbona (F), 
and all other brands except Whittemore's placed reason• 
other than # 1 {does not rub off) higher on their list of 
reasons for their selection of that brand as their own. 
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~. 60% of the complaints received were that the white 
rubbed off (#1), but these are only 6 .% of all users (all 
brands combined) because only 10% of respondents expresoed 
any grievance with their brand. The remaining 90% (223 
people) said there was nothing they disliked about their 
brand (no complaints at all). Only one user of both 
Carbona {F) and Packard (G) stated their dislike with 
those brands, and in both instances it was not reason #1. 
5. Griffin's customers were the most loyal, and ,averaged 
3.4 years of use, while the total of all consumers was 
2.9 years.* 
6. Contrary to the result of question 12 (a); suggestions 
by salespeople exceeded those made by relatives or friends, 
but because only 38 respondents gave their influences for 
trying their present brand {within the previous 12 months), 
little statistical validity can be attr~buted to this re-
ply in comparison with the answers to #2 (a).** 
7. The extreme right column (total)indicates the number 
of consumers who had formerly used the brands listed verti-
cally at the extreme left of this table. The totals along 
the bottom of this tabular presentation identifies the 
* 23. 
** 63. 
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persons who have switched to the brands {letter code) 
identiried at the head or each column. When these are 
compared at the very bottom or this table, the net gain 
or loss or consumers may be noted ror the brands listed 
as column headings. By this process we see that the largest 
gain has been made by Grirf'i~ 's (A), principally at the 
expense of Vfuittemore's (C) and Pee Chee (•). Undoubtedly 
population increases are always in action, and we must 
assume these potential new customers will rall into very 
similar movement patterns. 
a. Obviously, twice as many consumers give up a brand 
or white shoe polish ror no reason as do ror some reason. 
Contrary to this pattern are the users or French Shoe Soap 
and 2 in 1 whose majority stated they had reasons ror 
deserting those brands. Heavy abandonment or Whittemore's 
and Pee Chee is as apparent in this table as it was in 
the rormer (~). Several users of French Shoe Soap gave 
it up because they thought it was too expensive. Many 
Pee Chee users deserted because they thought it contained 
too much chalk or powder. This question is a check on #4 , 
but supercedes it by asking reasons f'or giving up their 
former brand; previously (#4) they were asked what they 
dislike about their current brand. This question (#8) 
classiried response more finely, as well as serving as 
a partial check on #4. 
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The section on occasional use of a brand makes it 
clear that most people, even though they may switch from 
one brand to another, are not in the habit of mixing 
brands, regardless that they may have given one brand up 
for no specific reeson. This implies that once the con-
sumer has discovered a satisfactory brand, he usually 
continues to use that brand until something dislodges him, 
There is no doubt that users of white shoe polish are ex-
tremely brand conscious and particularly loyal. ~uestion 
#5 further indicates this by demonstrating that the 
typical consumer purchases one brand exclusively for three 
yea.rs. 
9. Griffin's enjoyed the greatest advertising recall,*-
38%. Only 10 respondents out of 202 could not identify 
Phe advertised brand. 
END OF SURVEY A, ANALYSIS OF CONSUMER QUESTIONNAIRE 
" - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -
* 5, PP• 207-212. 
98 
SURVEY 11 B11 , Retailer, in numerical sequence 
1. BRANDS STOCKED - The first three (3) brands listed 
(carried by most retailers) had equal sequence of popu-
larity among consumers, but Pee Chee, Energine, and 
several other brands received a higher rating in the 
dealer study, being stocked by stores in preference to 
more popular brands mentioned in the consumer survey. 
SALES RANKING - Each brand has been rated as being in 
first, second or third sales position by each store sell-
ing that brand. .X To arrive at an unofficial ranking,A 
the number of first position sales ratings were multi-
plied by three (3), all second position ratings were 
doubled, and these weighted values were added to the 
third position ratings to obtain e. weighted sales ranking. 
This procedure formed 508 nweighted position votes," and 
placed Griffin's in its undisputed "first in sa.lesn among 
the field of 57 brands stocked. The remaining significant 
competition stacked up in this sequence: 
2. Whittemore's 35 votes 
3. White ·J&ce 33 
" ~. French Shoe Soap 33 n 
5. Cadet {a Whittemore 
brand) 21 
" 6. Energine 18 
" 7. Packard 17 " 8. Fee Chee 16 tt 
* 5, PP• 53-55. 
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9. Kno-Mark 1-l votes 
10. No-Rub 12 II 
11. Shu-Prim 11 tt 
12. Shu-Shine 1 tt 
13. Prom 10 n 
1-l. Shinola 9 tt 
15. Carbona 7 
" 
Although of interest, this "weighted sales position 
rankingtt cannot be relied upon because the sample struc-
ture of the dealer survey was out of balance. Informa-
tion obtained from department stores in this field study 
greatly out-weighs similar facts ascertained in the con-
sumer survey. For example, department stores stocked few 
brands and sizes retailing at less than 25t, carried a 
limited variety, and very often sold private labels. 
These circumstances caused sales of 25t sizes to be six 
(6) times those of lOt sizes, while minor brands appeared 
to have a good sales rating. The consumer survey indi-
cated that their purchases of lOt and 25t sizes had been 
nearly equal. 
FORM, PRICE, UNIT MONTHLY SALES, INVENTORY - Brands are 
presented in order of decreasing reported sales volume; 
the sample imbalance seems particularly prominent here, 
since Griffin's appears to be outsold by a depe.rtment 
store private brand. Also, especially erratic is the 
fact that this table shows "Alll Other Brands Combined" 
eelling almost 50% more than the brand with the largest 
sales volume. 
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2. This optimistic sales ~orecast is based on a seasonally 
improving trend. 
~. This question brought only 39% response. The most sig-
ni~icant comment was ~rom two groups, one ~elt that special 
selling e~~ort by the sales~orce was most effective, and 
the other group o~ retailers believed radio programs were 
the best answer. 
6. Counter and window displays are unquestionably more de-
sired as selling helps. 
7. Radio advertising was the media pre~erred by a large 
majority of the retailers. Second, but distinctly ahead 
of the other types of advertising, was counter and window 
displays. 
8. Fifty grands were observed in window displays. Counter 
displays presented 120 brands. Forty-eight brands were 
displayed on shelves. Apparently the retailers recognized 
their most efficient selling aids and built their own when 
not available from the manufacturer. Such a condition 
underscores the retailers' requests for display material; 
man~acturers would be well torecognize the use such point-
of-purchase material would be given. 
END OF SURVEY B, 1\NALYSIS OF DEAH.ER FIELD STUDY. 
- - - - - - - - - - -
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CONCLUSIONS: White shoes seemed to be gaining in popu-
larity* for summer wegr in the late 30's as evidenced 
that many brands of white shoe polish had appeared on the 
market between 1937 and 1940. These were introduced in 
competition with three (3) large selling branda which 
practically dominated the market, -- Griffin's, French 
Shoe Soap, and Whittemore's. 
Some white shoe polish would be sold throughout 
the year to nurses and other special users. Women winter 
sports enthusiasts were indicating a preference toward 
white shoe skates and other footwear.* 
Assuming continued consumer demand for summer wear 
of white shoes, and provided the surface treatment* of 
white shoes would not change, sales of white shoe polish 
could have been expected to remain high during the years 
following this field study. 
* 30; 31; 41; 46; 87; 103. 
CHAPTER VI 
THE EDWARD J. NOONAN MARKET RESEARCH ORGANIZATION 
APPR1HSAL OF :r~rA...BKETING RESEARCH# 
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SEC ONDARY DATA.: In a large mea~ure, derived demand* con-
trols the future of s hoe white. Consequently a thorough 
library search of se condary dat a** should have been under-
taken prior to any field investigations. Pertinent in.forma-
tion is (and was) readily available from the u. S. Department 
o.f Commerce (Field Of.fices as well as the Bureau of the 
Census}, State Development Associations, Federal Reserve 
System Libraries, trade associations, ls.rger shoe manu-
.facturers, investment services, publications, management 
consultants, bankers, directories and, no doubt, many 
more desirable sources could have been employed. 
In searching secondary data the prime concern 
should have been**~·: style influences in both general 
apparel and footwear, recent trends in beth, knowledge 
o.f cyclical movements in fashion design, shoe man~acturing 
trends, seasonal variation and indications of changes 
I Attention is directed to the second paragraph 
· on page 1,, Introduction. 
* 14:, PP• 563-565; 21. 
-!Bl- 7, PP• 668-669;. 12; 24; 25; 30; 31; 41; '6; 
83; 87; 99; 101; 103; 114; 115; 116; 117; 118. 
'"',HH~ 7, PP• ~32-4:33; 30; 31; 41; 80; 83; 87; 79; 
100; 103; 111; 113; 117; 119. 
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in sales of s ummer or other shoes designed for seasonal 
wear, population movements, earnings variances, income 
level changes, home ownership, indicators of movements 
toward formal or leisure livi ng habits, indicators of shoe 
and general manufacturing levels, sales of women's spor ts-
wear, wear, enrollments in schools of nursing and beauty 
culture, as well as public attitudes where they may affect 
the use of items which could be treated with white polishes, 
not necessarily limited to s hoes, hat, purses, or clothing 
in general. 
PERSONAL Til'TERVIEWS TO DETERMI NE TRENDS: Assuming adequate 
information had been found to indicate a favorable trend 
toward the increased use of shoe white, seasonally and 
year round, basic research should have explored public 
opinion on wearing white shoes* and uses of white shoe 
polish. Proper execution requires avoiding "intent-to-
purchase" type questiona.** Although it may exceed the 
realm and budget of most "house projects," the empirical 
~"-* method could have been used more effectively than 
merely asking what, where, when, how, and why the respondent 
purchased or ceased buying specific brands. 
* 7, PP• ~32-~33; 80; 83; 87; 103. 
~~ 5, pp. ~38-~39; 11, P• 62. 
?P~~ 5, PP• 513-516, 285-287, 31~-317; 7, P• 68~; 
11, PP• 51-52; 62. 
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What would have been the result if a controlled 
experiment such as follows were conducted? While visiting 
the housewife in her home, the interviewer determines the 
number of white shoes (and white trimmed shoes) in wearable 
condition and the current foot size of all members of that 
householet#:; if a minimum of two pairs of servicee.ble white 
(or t rimmed } shoes are owned by the residents (whether or 
not in present use or within the home momentarily), the 
interviewer should give the housewife~respondent a kit 
containing about s ix smal l packages of coded, popular brands 
of white shoe polishes~ These samples should be void of 
all individuating features, such as a distinctive aroma, 
t exture, or package style, which c ould imply that specific 
brand of polish was one being marketed during the test 
period . One, t'To, four and six months later the inter-
viewer should return to inspect the quantities and package 
styles which had been used within the interim, noting any 
prei'er ences expressed or impl ied by the respondent's cho:lc~ e 
which was used more frequently. To aid such measurement, 
the can or bottle should be graduated or a water displace~ 
men t system could be employed with the paste or wax type 
of white polishes • 
.&.s a conventional ''house project," such an experi-
ment seems beyond economic consideration of The Noonan 
#Those who dwell as a. family under one roo.r. -
Webster. 
'· ~ 
r 
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Organization as it operated in 19~0. A trade association or 
well capitalized polish or shoe ms.nui'acturer would be likely 
sponsors for such a project. Perhaps a continuing study 
(nationally) for several years may be needed to determine ac-
curate trends and indicators regarding purchases of white shoes 
and polishes. 
PRODUCT TEST PANEL -- AN EMPIRICAL METHOD~ In true experimental 
form,* the sample being fully representative, should at random 
be divided into two equal groups. Among half the respondents, 
the interviewer should make an a ppointment for return to learn 
which white shoe polish they prefer (assuming all are e.qqal price 
and available in the same size container they usually purchase). 
The other half of this sample should not be informed that the 
interviewer plans to return, but on the underside or rear of each 
container of polish, a message should be printed (or glued or 
otherwise attached securely) soliciting the user's cooperation 
and requesting their opinions about the polishes . -:H(- The printed 
message should also ask the respondent (usually a housewife) to 
complete a "before-and-afteru questionnaire enclosed with the 
kit of sample polishes, and when she feels her final decision 
has been reached regarding all samples in the kit, she should 
use the posts.ge paid (stamped)#. envelope (also a part of the 
#f. Stamped envelopes frequently "outpull" postage free 
reply envelopes, perhaps for psychological reasons 
(Boston University, C . B.A .• Course AID-225). 
* 5, PP• 513- 516, 285-287 , 314-317; 7, P• 68'; 11, 
PP• 51- ~2; 62. 
~:-~- 86; 93 .. 
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sample kit) to return the form to The Edward J. Noonan 
Market Research Organization. 
Both sub-samples in the experiment would be given 
about six small containers of unbranded, undistinguishable, 
coded wh1 te shoe polish marked "sample" e.nd equal number of' 
applicators (simila.rly coded) in .a multi-use container* and 
a dollar bill, all as an outright gi.ft and so stated. The 
interviewer should be care.ful to request the privilege, not 
the right, to return e.nd brie.fly ask the respondent's opinions 
about these polishes; regardless that no appointment was made 
with 50% of the sample,# the interviewer would return~* on the 
same schedule (one, two, .four and six month intervals). All 
partic-ipants he.ving been asked the number of white and white 
trimmed serviceable shoes within the household at the start 
of the panel test, this same inventory question should be used 
during the six month interview e.nd if any shoe purchase or re-
pair was influenced by their use of these polishes. 
Preparation of samples, the initial cost of select-
ing a balanced panel, soliciting and re~interviewing the 
respondents, compensating for ndropouts,n plus the payment 
of the dollar bill are some of the more costly elements of 
such product testing projects. However, one must recognize 
# An academic problem frequently may be introduced 
into specific research tasks, providing a check 
point also. 
* 7, P• 82. 
*'i:-i 52 ; 53 • 
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that customer satisfaction is the basic consideration involved 
in the successful marketing of "repeat purchase" merchandise, 
s uch as shoe polishes. What consumer product opinion method 
is more successful than panel testing? 
Fanels have a limited use.ful life, but occasionally 
may be retained for opinions on several projects over extended 
periods of time*; thus minimizing one large expense factor. 
As panels are retained, their costs of operation (re-
interviewing) decrease, but toward the culmination of their 
useful life, replacement costs mount excessively until, in 
effect, a new panel has been assembled inadvertently. The 
market researcher must study the panel and project, not only 
for a suitability match, but also to anticipate the effect 
of "dropout" upon the basic unknown. ** 
Undoubtedly, the most costly item in panel use is 
personal interviewing, particularly where frequent aid is 
needed by the respondent to facilitate expression of precise 
feelings; such projects require very skilled interviewers to 
minimize bia~. **~l- Great savings could be effected if the 
respondent were willing and able to reply br mail. Such was 
satisfactorily achieved by a prominent con~ultant in the in-
stitutional field**** in 1956 and 1957; as one project, a 
* 5, PP• 35, 302-308; 11; PP• ~9-51, 222-23~; 78. 
~· 57. 
~·H*' 3, chapter 7; 5, PP• 195-196; ~9; 60; 6~, PP• 
~0~-405; 66; 76, PP• 365-378; 90. 
**** 58; 120. 
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covering letter introduced two cans of lima beans (unlabeled, 
coded A or B) which were mailed to a selected national group 
of restaurant owners along with a postcard taste perference 
questionnaire and a dollar bill. Considerable question re-
mains whether Noonan could have done this during a six month 
period; the national average of domest ic moving is quite high* 
and ms.y have been greater in 1940, not mentioning the many 
other problems in such an effort. 
~UESTIONNAIRE DESIGN - Survey ttA, tt Consumer 
In survey "Ait all information is obtained by asking-
consumers their purchasing habits regarding white shoe polishes; 
observation techniques are not employed, probably due to the 
nature of the product J It seems unlikely that a respondent 
would be interviewed while shining his white shoes, or during 
a trip to the cobbler for repair of same. Similarly, it is 
improbable that many people could or would present sales slips 
to prove the date and frequency of their vhite shoe and polish 
purchases. Therefore, substantially all information sought 
from consumers had to be relatively specific, as specific as 
memory and tact would permit.~~ 
First, non-users were identified and, accordingly, 
their interviews were terminated; this defined the total 
mabket for white polishes by projection to populati on statistics. 
* 28. 
~~ 3, PP• 177-179; 56; 6~, P• ~03; 76, PP• 373-374. 
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To be fully significant, the non-users should ha.ve been 
asked the qualifice.tion questions·~ at the bottom of the 
page, so this 13% of the sample could have been correlated 
with its real characteristics. Such information could help 
concentrate sales effort to particular districts or economic 
groups, perhaps by ignoring the lack of a market in these 
instances; why study 87% of the sample, if the same informa-
tion may be obtained from the remaining 13%? 
The other portions of question #1 (b,c,d) ask 
softened phrasings of blunt, factual questions; this mini-
mizes the "can't remember"** answers and gains cooperation 
for less wild guessing. 
Again, in question #2, the more discreet form*** 
is used by adding the prefix, "Do you remember?" And should 
the respondent read or even notice that possible replies are 
offered, an answer would be stimulated; nowhere does the form 
have a D.K. {don't know) or N.A. (not answered) to suggest 
the lack of a sta.tement. Because more than one reason may 
have been offered by some respondents, it is difficult to 
determine the success of such "suggestive't'**ll-* (but not 
prompting) printing methods; the questionnaires would have 
to be examinedl 
* 5, PP• 481-~82; 11, PP• 62-65. 
** 3, PP• 177-179; 56; 64, P• 403; 76, PP• 373-374. 
*** 6~, P• ~03. 
~-* 11, P• 62; 6~, P• ~01. 
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Question #3, being positive, is a pleasant manner 
or leading into #4 which may be more signiricant or may simply 
restate the same inrormation in another rorm. The latter oc-
curred many instances; both ravorable and unravorable reasons 
# 1 were essentially alike, also several ravorable reasons 
could be matched with their unravorable counterparts although 
not verbat im as #1. 
Although question #5 is more direct, being a shorter 
question, it seems more likely to be answered because it is 
impersonal* in nature and the respondent very likely is con-
ditioned to replying as a result or previous questions. 
In question #6, please notice the parenthetical 
instruction to the interviewer; this recognizes probable 
memory lapses in most people and solicits only :·.-rel:iable l ':: 
** data. Brand prererence and purchases have a mes.surable 
*** relat i onship. 
sortening question #7 would derinitely reduce 
response by making tl~ interrogation more cumbersome to read 
and possibly conruse the respondent• All questions and in-
4h~i:-~~ 
structions must be crystal clear ' and rree or any possible 
double interpretationJ This is the prime purpose or pre-
testing~~**; similarly, the pre-test, to be rully errective 
* 64, p. 403. 
·;HI- 5, pp. 432-435. 
*** 63. 
~~* 76, PP• 375-376. 
*-~*~:-* 3, PP• 82-91; 11, PP• 56-57; 39. 
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should be conducted under the very same conditions as the 
planned survey, if possible within a smaller sample havin g 
the same characteristics. 
Although question # 8 is a check~~ on #4, because 
reasons for abandonment of a brand is asked, much more detail 
can be obtained, -- greater significance in describing the 
merket situation for all brands of white shoe polish. 
Mental alertness, truthf'ulnes s, sincerity, living 
habits, as well as factual information can be obtained from 
questt'ons such as 1#9. It is not kn own whether "aided reca11 n** 
was used, but it may appear so from the diverse brands mentioned. 
Of the classification questions,*** most interviewers 
could complete all but the occupe.tion and "classn (income), 
and in many instances, experienced interviewers could achieve 
as ton ishing accuracy from observs.t ion and intuit ion; this is 
to be a.vo.ided and frequently its practice can be detected 
statistically. Lackin·g contrary information, it is assumed 
~k** income bracket and occupation were tactfully asked. Ex-
treme care is required to accurately complete the classi~ica-
\ 
t ion section p:f questionnaires, bec ause very often "cut-off..-~~--~::-
, . 
techniques depend upon this data- Since the replies to 11 sex" 
* 76, PP• 375-376. 
~-~!- 5, pp. 207-212; 7 5. 
·*** 5, pp . 481-482; 11, pp. 62-65. 
~Hi-:·::"* 64, p • 403 • 
~HHH~·* 11, PP. 70-72. 
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total 340, some interviewers were negligent in not indicating 
this section; perhaps the importance of this section was not 
adequately impressed upon the interviewers.~~' Although 348 
questionnaires were tabulated, the field force should have 
obtained the sample breakdown deta fo~ all 400 interviews 
which were begun; not filling in observed information is 
inexcusableJ Even more alarming is the general gap in this 
section; because 345 is the largest total in any of the five 
(5) items on the bottom of the consumer questionnaire, the 
meticulous merket research analyst (indication of professional 
level, in many cases) would pesitate to draw any inferences 
on a stratified basis, fearing tpat not all voids ~ are on 
the same 55 questionnaires; in practice, however, the analyst 
would be informed of the spread(distribution among all re-
turned questionnaires} of the l!ilanks, but since some SUfe r-
visor in the field normally would have detected this error 
in process,-lH~ it should have never become this large. 
QUESTIONNAIRE DESIGN- Survey ttB,tt Retailer 
The dealer survey, being of a different nature, 
uses the more factual type of questions: -- those which 
the interviewer may complete by observation. The retailer's 
statement of facts frequently infer what he may have pre-
ferred to ha.ve done assuming more time or other factors 
* 11, P• 62; 76, PP• 370-375. 
** 5, PP• 507-509; 76, PP• 376-377. 
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might have been in his favor. To face all situations squarely, 
observation spontaneously provides far more factual informa-
tion. "Operatic sequitur essen; as a being acts, so it isJ 
Q.uestions #1 (all seven sections}, 8, and the three 
classification items are observable. 
It is better to ask direct questions of businessmen, 
in most instances, because they usually appreciate promptness 
and direct _dealing; they will understand the q~estion more 
easily, and are able to provide a shorter, more pointed reply. 
This was done in questions #2, 3, ~ and 5j although # 4 and # 5 
requested a short statement, #2 and #·3 were to be answered by 
one word checkeda 
Q_uestions #6 and il7 were multiple choice to be 
checked. Number 6 carries the instruction to check only 
three choices; usually such details are amplified in a 
bulletin to the interviewer stating whether the respondent 
should be told this, or directing the field worker to record 
only the first three mentioned. If the storekeeper had ample 
time and interest, these could have been '•ranking" questions, 
and of greater value in analysis on a weighted basis similar 
to individual comparisons in product research.* 
In this manner, weighting values were applied to 
determine "sales ranking," from the response to question #1 . 
Unfortunately in this instance, these weighted positions are 
* 5, PP• 53-55. 
of questionable validity , due to a st=tmple imbalanc e which 
could have b een compen f! ated. 
11-! 
SAMPLE -UNIVERSE PROJECTI ON : As i ndicated in t h e ces e 
orien t ation, both consumer and dealer surveys were conducted 
simultaneously in each of the eighteen communi t ies a nd in 
no case was a retailer and consumer interview conducted more 
than one day aparte* On this basis, the statisticians sh ould 
have been able to use each phase of this market study as a 
check upon the other portion. 
The consumer survey showed purchases of 10~ and 
25~ si~es were almost equal volume. Meanwhile, the retailer 
field study contradicted this information by listing the 25~ 
sizes as outselling the 10~ containers six to oneJ Obviously, 
this was brought about through the correctable sample im-
balance referred to in the previous section of this appraisal. 
The dealer sample was "lop-sidedn regarding the merchandise 
and volume carried by the 100 stores polled because these 
outlets included (1) substantially all department stores, 
(2) at least one of every large chain and affiliate r etailer 
group, and (3) most shoe and other stores carrying private 
brands. Although these retail outlets accounted for a large 
part of the volume of white shoe polish sold in the Greater . 
Boston Trading Area, a six to one difference is too broad a 
tolerance to ignore in justifying the logic of any reliable 
* 3, PP• 130-133. 
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market definition. Some common ground should have been 
sought in resolving this difference and then one or both 
sales-price distributions should have been adapted to agree. 
For the same reason, in the"triple-fold" t able of 
question lfl ("form, price, unit monthly sales, inventory"), 
Griffin's appears to be a smaller volume than a private label 
belonging to a particular department store. This table hs.s 
an.other large flaw, in that "All . Other Brands Combined" are 
a hown with a volume of nearly 50% larger than the single 
brand which is known to have had the largest ~ales volume. 
If this matter were properly correlated, size-
prize discrepancies in the consumer survey could have been 
more accurately reconciled. 
The consumer questionnaire should have asked, 
where the last purchase of white shoe polish was made (what 
type store); if the last purchase cannot be remembered, the 
respondent could be asked the usual store patronized for 
this item, provided there has not been ~ brand chan ge at 
the most recent purchase. Such a question could be answered 
* from memory in most cases, as the purchase frequency of all 
brands averages 2.9 times per year, or about once every four 
months. Throughout the consumer interviews, response seemed 
generally complete, so quite likely, little respondent re-
sistence would have been offered to the inclusion of such a 
question. 
* 5, PP• ~32-435. 
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Having this additional st-ore type-purchase data 
from the consumers would have enab led the statisticians to 
more accurately ttblow up•• (project) the critical volume-
price information found by the dealer survey~ 
SAMPLE STRUCTURE: The initial procedure of selecting the 
portions of towns and cities to be polled was well planned, 
but should have been continued throughout the entire 
selection process in the consumer survey. Stratificat ion 
of the universe was very well studied, but is of little pur-
pose unless the sample is selected wi th equal effort. There~ 
fore, rather than permit the interviewers, many having little 
experience, the analyst should have chosen a more representa-
tive sample* using respondent selection methods that assure 
random-selection and which prevent interviewer cheating.~~~ 
For purposes of contrast, and to illustrate the 
principle of random selection down to the most vulnerable 
point -- the selection of respondents -- two methods are 
described here. First, the "Respondent Preselection" method 
employed and popularized by Donald M. Hobart, Director of 
Research, the Curtis Publishing Company, and second, the us e 
of uTrue Listings of Residents" developed quite successfully 
by Professors John P. Alevizos and Allen E. Beckwith of 
Boston University. 
* 3, chapte r 8; 8; 10, chapters 3-6; 13, chapter 7; 
19; 29; 35; ~0; 50; 69; 70; 7~; 77; 81; 86. 
~~- 88; 89 . 
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1. Respondent Preselection* 
The objective of this new and promising market 
survey procedure is to eliminate the discretion of the inter-
viewer in selection of persons eligible for interview. The 
method includes "(1) random selection of the small area such 
as a city block in which a small number of eligible 
respondents live, and (2) determination of the correct pro-
portion of eligible respondents that should be interviewed 
within each sample area .. " 
ttBy controlling the respective probabilities of 
selection of sample areas (area selection factor) and the 
selection of families within sample area (respondent selection 
factor) interviewing procedures may be varied according to 
admini!!trative requirements. n In each case every eligible 
family within the given city has an equal chance of being 
selected for in terviewing. 
2. True Listings of Residents** 
The 1953 alevizos .. Beckwith "Shopping H~?bits Study 
of Greater Boston" used a random method of stratified semple 
selection which prevented the interrogators from influencing 
the response by selection of persons to be interviewed. 
As legally required, every city and town within 
the Commonwealth of Massachusetts annually prepares "True 
* 11, PP• 343-355; 33-3~. 
*'.!· 20, P • 68. 
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Listin gs of Res identsn which include all persons over 20 
years of age , re gardless of voting or citizen status. 
Be ing carefully def ined es "purchasing agents" 
for mos t of their household's needs, 4 ,688 women shoppers 
wer e selected, by a rendom number technique, from the 1952 
"Tr ue Listings of Residen ts t t as published by each of the 
124 communities which constituted the survey area. A strati-
fled area sample was prepared, s i nce the lists grouped names 
by s treets and house numbers, and lis t the streets alphabeti-
cal ly within precincts. 
TABULATION AND PRESENTATION: Wherever possible, summary 
==r = ; - ::~ """";:" .. -;..:;:_ ~=-=-----===-
sheets should have been pre pared during the interviewing 
interval to present an overall p icture of trends in the data 
as it is being obtained and tabulated.* In this manner, 
supervisors could have :found and t'pluggedn any field errors 
while the y were being made, thus min imizing call-backs and 
additional semples. 1 Productrol"# boards could have been 
used to great advantage in this t ype of "real time" tabulating. 
Graphic methods, even the very basic line or bar 
charting, would have provided better control durin g the data 
collection, as well as making the findings more meaningful.* 
# a "peg bosrd" (rectangular perforated umasonite 11 
sheet) horizontal charting device frequently used 
for production planning and control; in use, spring 
loaded strings are wi thdrawn and positioned by 
pegs to indicate quantity or time on this change-
able chart. 
* 5, PP• 507-509; 76, PP• 376-377. 
** 6; 82. 
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With ingenuity, several chartings could be superimposed or 
constructed alongside one another with uniform scales; thus 
the fusion of significant data may be accomplished in far 
fewer pages,with maximum continuity and impactJ 
TlfE COMPLETED PROJECT: Despite these shortcomings, most 
manufacturers of any shoes or polishes would do well to study 
the buying motives,* desires and dislikes of their customers 
and prospects. This field study seems to have been conducted 
with skill and sincerity which are large factors in favor of 
its reliability. Its findings would not really mislead any-
one acquainted with the white shoe and polish market in 
Greater Boston, therefore I would consider its information 
saleable (with the obvious supply-demand restrictions). 
The section on criticisms (analysis of findings) 
and res.sons (or lack of them) for switching brands is quite 
reves.ling, and worthy of attention1 The author realizes 
many difficulties inherent in selling completed projects. 
No prospective purchaser would care to buy any document 
without first knowing enough of its content in order to 
evaluate it and their need for that type of information. 
Having acquired enough information to make a purchase de-
cis ion, many me.nufacturers may have become satisfied they 
learned everything of value without any cost, -- merely 
by "shoppingtt enough to learn the bas ic facts plus any 
divulged details. 
* 7, pp. 37-38 .. 
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Possibly this is the reason so much information 
is written for trade journals and professional bulletsins 
or issued as monographs to build prestige s.nd sell custom 
work as a consulta.nt . It is very easy t o use "hind~ightt'l 
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CH.M'TER VII 
CREST ICE CREAM CORPORATION* 
CASE STUDY AND ANALYSIS OF FINDINGs# 
-- --
Acquisition of a ~ubsidiary and evaluation of its integration 
ORIENTATION: Early in 1952 while considering the purchase* 
of Lakeshore Ice Cream Company, the market r esearch depart-
ment of Crest Ice Cream Corpor ation of Newark, New Jersey, 
carefully studied Lakeshore's marketing organization, its 
policies, procedures, trade reputation, and consumer atti-
tudes . in New York's Erie-Niagara Region which included 
greater Buffalo, Niagara Falls and North Tonawanda. Crest 
estimated the potential of this territory to be significant 
and it appeared that Le.keshore Ice Cream Company was obtain-
ing its share of the market, but with supplementary capital 
and more optimistic, growth-minded administration, could be-
come a leader in its territory. 
# Frequently market research reports include an 
analysis interlaced with the f'ind1.ngs of the 
project. While this is desirable practice in 
many instances, a distinction should be made 
between fact (findings) and opinion (analysis ) . 
To illustrate, the four field studies of this 
ce,se are Dresen ted in ttcommerc ial n form with 
the marginal note "A" being used to rapidly 
identify analysis portions and distinguish from 
survey findings . 
* 102 . 
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. ""~ When this subsidiaryA was purchased, the board of 
directors of Crest Corporation desired that their new dealers 
should share the prestige, ~dvertising, and the many more 
retelling advantages which had been enjoyed by all previous 
Crest accounts. They recognized that complete standardiza-
tion, with the sale of Crest's brands exclusively, would 
permit maximum economies in operating expenses. The board 
also realized that sudden, sweeping changes could destroy 
many benefits inherent in the present operation of Lakeshore; 
at the time of its acquisition a nstatus quo" policy had 
been formulated to operate this subsidiary with minimum 
alterations of methods or personnel for an indefinite dura-
tion. Simultaneously the board of directors assigned this 
mat t er to the marketing department to determine the most 
expedient conversion procedure. 
At the close of 1952 a general plan of operation 
was submitted to the board of directors; this provided a 
means by which brs.nds of Crest Corporation could be substi-
tuted for those of Lakeshore. The specific goals of this 
program were to make this conversion without loss of volume 
or esteem by consumers and dealers, to establi~h a reputation 
for quality ice cream in the minds of both the consumers and 
Cre~t's new accounts, and in general, become a strong com-
petitive factor in the area. 
* 102,. 
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BRM~D SUBSTITUTION PLAN: After considerable debate, a 
three-point progrs.m was drafted which included ( 1) not ifi-
cation of. dealers during April 1953, (2) advertising to 
notify consumers within the first week of May, and {3) the 
increase of promotional activity for Crest's ice creams 
during May, June, and July of 1953. The execution of this 
threefold plan was divided into seven sections, each of 
which made a complete and distinct contribution toward the 
stated objectives. 
1. Throughout these months, publicity for Crest was 
increased. 
a. Each of 17 newspapers were sent two news release$ 
with photographs; these were used by most papers. 
b. During the conversion, 54 bookings had been me.de 
f or Crest's 16 mm. film "Ice Cream For You" 
enabling 3000 people to learn about Crest and 
its quality ice creams. 
c. An estimated audience of 50,000 viewed this film 
when televised by Buffalo's Vi'GR-TV. 
d. WGR-TV 1 s Happy Home show introduced Crest's home 
economist. On the day of and the day following 
her appearance, the Buffalo Courier~Express 
Woman's Page carried favorable publicity. 
2. All dealers were notified of the conversion by a 
special program. 
12-f: 
3. Consumers received notification of the conversion 
by institutional newspaper adverti sin~ . 
4 . The ttNew Tasten promotion was aided by newspaper 
insertions . 
5. The ttponytt promotion was given additional stress 
throughout the territory by advertising en television 
and in papers. 
6. The ttsc andinavian Special" promotion wes supported by 
a campaign in newspapers, on radio , and over televis ion. 
7. Salesmen from other branches were employed for a special 
solicitation campaign in this area. 
This program and its campaigns were checked in progress and 
at completion by record analysis and four field studies, 
ea.ch of which will be presented individually . 
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MEASURENiliNT OF EFFECTIVENESS 
1. Record Analysis 
TlillLE XXI 
Expense-Ss.les Cha.nge Analysis 
Advertising, promotional material . 
and printing 
Cost of free merchandise, redeemed 
by coupon 
Cost of merchandise for gift boxes 
Total cost of the campaign 
~p32, 089.2 5 
1, 598.65 
1,796.00 
$35,483.90 
ICE CREAM SALES (gallons) 
Buffe.lo Branch ~ea 1952 
---
Nay 45,051 
June 62,591 
July 77 I 571 
Total bre.nch st:l.les 185,~ 
All other territories 
May 
June 
July 
Total (less Buffalo 
946,676 
1,134,093 
1,)37,925 
B 
~18,694 
1953 
: ~ - 93 ',523 
75,522 
92! 754 
231!799 
1,278,877 
1, 046,16 5 
1,340,395 
3 .t 66 5, 437 
-
% Change 
+ 41%" 
+ 21_% 
~ 
+ 14:;16 
t 8 %" 
t_ ·. a$ 
+ 110;% 
Further computation would have showed the Buffalo 
·Branch as obtaining 5.9% of Crest sales (be.sed on gallonage} 
~ in the period of May, June and July 1953, while Lakeshore's 
comparable 1952 sales would heve computed to only a 5.3% 
share of the e.djusted combined sales. 
1.--
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These "share of total sales" percentages do not 
seem particularly impressive because: 
1. Substantial promotional expenditures were devoted 
to this district exclusively, 
2, A large dealer and dis tribution organization was 
inherited from Lakeshore, 
3. These Lakeshore organizations had been operated 
satisfactorily by Crest prior to the attempted 
conversion of brands in May, June and July of 1953, 
•· Crest already was successful as a manufacturer and 
promoter of quality ice cream. (It is assumed these 
skills were uniformly applied t o the Buffalo Branch 
Area in equal quantity as based upon per-capita 
populetion or number of dealers.) 
5. Conversion of equipment as well as inventory re-
placement very likely meant that many dealer 
purchases were for initial stock rather than repeat 
purchases reflecting consumer demand (the ultimate 
objective and measurement of Crest's conversion 
marketing program), and 
6. Since pr1or· to its : purchase by Crest, Lake shore 
had been operating signif'icantly below capacity, 
these additional sales may represent restocking 
by the group of formerly regular Lakeshore dealers 
who may have temporarily switched to a competitor's 
brand. 
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Since coupons ha:d:~ been distributed to offer 
free merchandise, a substantial portion of volume may be 
redemption of coupons and should not be considered as 
••sales ." The confusion of this factor could have been 
(g. minimized by computing gEtllon tt:sales " only or "dollar 
saleae" It is assumed that the Buffalo Ice Creem "Salestt 
are bona fide sales and do not include free merchandis e 
t o the consumer by coupon redemption or to the retaile r 
by ngif t boxes" or other introductory purchase plans. 
One of Crest's considerations prior to purchasing 
Lakeshore Ice Cream Company was the subsidiaPy's growth 
potential . The investigat ion for acquisition probably 
found Lakeshore's manufacturing facilities able to produce 
~ ~ the additional volume anticipated from the additiona l pro-
motional expenditure planned by Cre!t. Therefore , the 25%' 
increase in sales volume in the Buffalo region seems to 
suggest that a larger percentage of gross profit can be 
expected from this branch in future year s . 
The very fact that Crest sales substantially 
exceeded those of Lakeshore dur ing the corresponding months 
of the previous year is quite encouraging. Because this 
increase occurred so soon after the acquisition and is 
significantly above that required to stock retailers, it 
indicates consumer acceptance beyond the !•new product fad" 
stage* or impulse purchases. This sales pattern minimizes 
* 9. 
A 
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the criticism made in a previous paragraph discussing the 
Record &nalysis. 
2. Field Study #1, Consumer Telephone 
The first field study was a continuing consumer 
telephone survey conducted during April, May, and June 1953 
to determine Crest's market position relative to ice cream 
brands bought to be eaten at home, consumer recognition of 
brands available, and consumers' ratings of Crest a nd 1 ts 
principal competitors in the Buffalo branch area e.s to 
products and general repute.tion. A cross-section of f'ami-
lies listed in the Greater Buffal o telephone directory was 
represented by ths 300 people interviewed each month. 
TABLE XXII 
The Buffalo Ice Cream Market 
XXII . a . - Consumer Buying Pattern 
1952 1953 
Average April May June 
-
Buy ice cream 93.5%" 93 % 88% 93.5% 
Do not buy, make at home .5 1 1 1 
Do not eat ice cream 6 6 11 5.5 
100. % 100% 100% 100. ! 
(f) 
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XXII .b. 
-
Brands Purchased 
Seal test 32%' 2~% 23%' 27%' 
Tasty 12 11 13 9 
Borden 9 9 7 9 
Perd 1ner (a Seal test brand) 9 8 6 6 
Lakeshore ~ ~ 3 2 
Crest 2 1 3 ~ 
Brae more (a Sealtest brand) 1 ·;} 0 1 
Re~al (a Lakeshore brand) 1 0 0 
* Countryside l 1 2 4 
De-Lite 1 3 2 2 
No preference, don't know 19%' 2-4:%' ' 29%' 23%' 
brand 
* Less than 1%' 
Within Crest's new territory, Sealtest was its primary 
competitor. Crest's share of this market seems to be 
replacing that of Lakeshore at e.bout ·the same rate. The 
relatively large number (25%) of ice cream purchasers 
who were unable to name their most frequently purchased 
brand seemed notable. 
xxrr.c . - Brand Recos_n it ion 
Seal test 60% 59% 62%' 59% 
Borden 35 37 30 3-4 
Tasty 34 31 36 32 
Pard 1ner 27 2-4: 2~ 22 
Lakesh ore 18 1~.5 19 11 
Crest 8 12 20 18 
De-Lite 8 9 11 8 
Refresho 7 6 -4: 5 
Continental 6 6 5 7 
Braemore (Sealtest) 6 5 5 2 
Re gal (Lakeshore) 6 ~ 2 1 
Countryside 4: 3 6 8 
Flavorfresh (Sealtest) 4: 7 6 6 
Crest seemed to have increased in recognition. 
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Product and General Reputation Rating 
Question: "Would you tell me whether you rate the company's 
products as being outs tanding, aver~.ge, or below average?'• 
To facilitate comparison, only the t•outst anding" ratings 
were listed. As only those persons .who recalled a brand 
(previous tabie) could rate that company e.nd its ice cream 
these percentages reflected the opinion of the entire market. 
XXII . d. 
-
Ratinss - Percent of SamJ2le 
f. of 952 sam121e rating co. !~53 outstndg . 
Averase &prll May June 
Seal. test Products 29 .. 5.% 38% 33 % 31% 
Borden ,, 16 19 18 19 
Tasty tt 12 15 ~ .. * ~-;} 
Pard 'ner u (Sealtest) 13 11 ... ::-;~- ?:~} 
Cres t u 2 4 6 6 
Lakeshore 
" 
3 3 3 2 
Seal test ,qeneral Reputation 30% 37.5% 36% 32 % 
Borden tt ,, 16 21 19 21 
Te.s ty tt ll 12 15 
** ** Pa.rd 'ner 
" 
It 12 11 .;"* ~~-
Crest n tt 2 3 4 .5 8 
Lakeshore n Tt 4 5 .( 2 
-~·* Not surveyed during May and June 1953. 
In the following tabulation, consideration of brand recogni ... 
tion has been nullified; each group of persons recalling a 
brand was considered an entity (100%) and these percentages 
are the •outste.nding" ratings of the group which did recog~ 
nize that particular brand or company, -- not the whole 
market. 
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XXI I . e. - Ratings - Percent o~ Recognition 
outstnd • 
Average April June 
-
Sealtest Products 49.5.% 64% 53 q& 54 "" I 
-% Borden It 4'7 52.5 60.5 55 
Tasty tt 35.5 50 ~U.,f -:!--* 
Perdrner n 48 45 .J:·~} ~:-~ 
Cre ~t It 23 36 31 34 
Lakeshore tt 18 24 18 17 
% of recognition r sting co.out s tndg . 
Seal test General Repute. tion 50% 64% 58% 5687 ; o 
Borden ' • 4'7 59 64 63--Tasty f u 36 51 -~~~ .;: .. * 
Pe.rd.tner tt n 45 45 ~HZ. ~~ 
crest tt tt 24 29 22 45 
Lakeshore It lt 20 21 20 19 
*-l~ Not surveyed during May and June 1953. 
Eoth ratings o~ Crest and Lakeshore were distinctly lower 
than those of' the i r principal competitors, but the sharp 
increase in Crest's general reputation rating ~hould be 
noted. Lakeshore products and general reputation was given 
ttbelow average' rating more o~ten than any other ~irm listed 
in this table• 
3. Field Study #'2, Consumer Persona l Interview 
The sec ond of the ~our ~ield studies was a pair 
of personal interview surveys among housewives or the Bur~alo 
branch area. At the beginning and conclusion of an adver-
tis ing campaign (during the ~irst week of May and the last 
week o~ July) approximately 400 housewives were interviewed 
to discover and determine changes in consumer knowledS'O~ 
the Crest brand and their awareness o~ Crest advertising. 
Details ~allow: -
TABLE XXIII 
Consumer Advertising Effectiveness 
Question:"What brand of i ce crea_m do you buy?" 
X.XIII .a. - Brands Purchased May 
Seal test 22~ 
Pard'ner 7 
Borden 12 
Ta1ty 9 
Texan 5 
Peak oi 
Western 3 
Regency 2 
De-Lite 2 
Countryside 2 
Topper 2 
Crest 1 
Lakeshore 2 
Gold Rush 
* 
No preference, don't know 20% 
brand 
* Leas than 0.5~ 
1:32 
July 
21% 
7 
11 
7 
3 
2 
2 
1 
1 
3 
* l 
The increased purchases of Crest and its companion brand, 
Gold Rush, seemed to offset the decreased sales of Le.ke-. 
shore ice cream. 
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Question: - "What brands of ice cream can you name?" 
(included those brands mentioned as purchased ) 
XXIII.b. - Brand RecoBnition May Julz 
Seal test ) 53 % 68% 
Pard'ner ) 16 21 
Flavorfresh ) 7.5 6 
Braemore ) 6 2 
Borden 57 53 
Tasty 36 29 
Texan 18 12 
Premium 18 12 
Lakeshore ) 23 7 
Crest } 13 13 
Princess } 5 ~ 
Gold Rush ) 2 2 
Peak 12 5 
Regency 8.5 11 
De-Lite } 7 ~ 
Countryside ') 5 ~ 
Carvel 6 2 
Western 5 5 
Besta.ste 5 2 
Continental 5 1 
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Quest ion: - "What ice cream advertising have you notic ed 
lately?" {If respondents fai led to list Crest, 
Sealtest or Borden, the interviewer asked 
whether they had seen any advertising by these 
four companies.) 
XXIII .c. - ~dvertising Recall May Ju ly 
®---
Sealtest 
Total 
Borden 
Total 
Crest 
Total 
Lakeshore 
Total 
spontaneous 
prompted 
spontaneous 
prompted 
spontaneous 
prompted 
spontaneous 
prompted 
4:6% 37'% 
28 32 
m ~ 
4:4:% 32 % 
31 35 
75% 67% 
10% 16% 
23 25 
33% ~ 
13 % 12% 
35 27 
!?] 39% 
Note:- Greet advertising t among these four, was the 
only one mentionea as increasing. 
Question: - "Vfuere did you se e the advertising? {Sample is 100%) 
XXIII.d. - Media Identif i ca.tion 
TV 
Newspaper 
Seal test 
May July 
4:9~ 44% 
16 13 
Borden 
May July 
50% 4:8% 
10.5 7 
Store displays and Point-of-Purchase 
7 9 10 -4: 
Radio 5 2 6 2 
Magazines 2.5 2 3.5 7 
Billboards, Building Posters, etc. 
1.5 1 1.5 ... 
Trucks 1 1 
Don •t know 1 1 3 ... 
Crest Lakeshore 
May July May July 
13.5% 16% 26% 22% 
10 10 3 2 
3 7 8 7 
3 3 1.5 2 
1 .5 
3 1 1 2 
.5 ... 
2.5 2 
Question: - "What did the advertising say? 1' 
XXIII.e. - Copy Recognition 
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Seal test 
May July 
Borden 
May July 
Crest 
Mar July 
Lakeshore 
May July 
Repeated something from advertisement 
~8%' 45% 51.5%' ~8% 30% 
Did not repeat anythi~ from advertisement 
52% 55% ~8.5% 52% 58/b 67% 
Breakdown of the 33% who noticed and identified Crest's 
July advertising: -
Scandinavian Special 14% 
Pony Promotion 5·.5% 
Crest is a new company, Merger,etc. 8% 
Crest ice cream is amoother,etc. 3% 
Discount sRles, etc. 3% 
~uestion: - t•rn your opinion, what is the 'lowest quality' 
or cheapest ice cream available?" 
urn your opinion, what is the 'best quality' 
or most expensive ice cream available?" 
XXIII .. f. - Qualitl 0Einions 
Lowest ~uallt:;! Best Qual.!!L 
21% 
Tasty r3~ Jui~ ,o Borden & Lady Borden Mav Jul~ 2"3% l6;o I Premium 11 6 Sealtes t 17 20 Lake shore 5 3 Pard 'ner (Sealtest) 6.5 10 Seal test 3 4 Texan 7 ~ Flavorfresh (S) 2 3 Tasty 2 6 Bestaste 2 2 Princess (Crest) 5 2 Borden 3 1 Peek :5 2 Cres t 2 1 We e tern 2 :5 Gold Rush(Crest) 2 1 Parisian 2 1 Refresho 2 1 Crest .s 2 Countryside 2 0 Lakeshore 1.5 1 
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This se cond field study showed that Cres t had 
made small gains in obtaining a larger portion of the home 
consumption ice cream market . ~lthough of questionable 
statistics.! significance, the changes found by this before 
~ and after housewife survey point to a favorable t rend in 
consumer acceptance of the new brands. An increasing con -
sumer awareness of Crest advertising as well as improvement 
in reputation for high quality i ce cream were also indic ated . 
4 . Field Study # 3, Retailer Personal Interview 
The third of the four checking surveys was a 
before and after interview of i ce cream retailers through-
out t he new territory . Each sample was separately compiled, 
as in the second field study, and included nearly 100 
stores selected from Buffalo, Niagara Falls, North Tona-
wanda , Batavia, Jamestown and Olean . Each merchant was 
asked the ~oll owing: -
Tb.i.BLE XXIV 
Retailer Brand Confidence, - Opinion~ 
Ques tion: nif you had to change brands for any reason, what 
brand would you be likely to change to?" 
XXIV .a. - Product - ~qmpani_ 
M6~.1f J7s~ Don't know (dealers hesitate to r ep l y ) ~ o 
Identified the ir choice 38 27 
Total sample 
137 
Breakdown of brands mentioned: -
May .July 
Sea1test 27% 27 'fo 
Crest*·::- 11 27 
Borden 11 12 
Countryside 11 ~ 
Pard'ner (S) 8 15 
Texan 8 0 
Premium 5 4 
Parisian 5 4 
Peak 3 -4: 
Lakeshore 3 0 
Braemore ( 3 ) 3 0 
Felicia 3 0 
Refresho 3 0 
Nobility 3 0 
Lance lot 3 0 
Tonawanda. 3 0 
Tip Top 3 0 
Tasty 3 - 0 
Paramount 0 -4: 
~B} A significant appraisal of dealer relationship. 
~uestion : "In this area wha.t brand Of ice cream is considered 
to be of lower-tha.n~a.verage quality?" 
XXIV.b. - Low Quality 
No reply, or Don't know 
All brands alike , Must meet 
standards 
Grades vary within each company 
Identified their choice 
Total sample 
50% 
9 
2 
39 
lOO% 
72% 
1 
0 
27 
IOO?f 
As in the previous question, dealers generally 
dislike to answer such as may give a. competitive 
advantage also applies to other questions of this 
series. 
Breakdown of the brands mentioned: -
Lakeshore 
Premium 
Crest 
Tasty 
30% 
27 
11 
11 
11.5% 
27 
11 • . 5 
8 
Breakdown of brands mentioned (cont.) 
Seal test 
Flavorfresh (S) 
Peak 
Crest's "cheaper grade'• 
Gold Rush (C) 
Borden-
Borden's Family Treat 
8 
5 
5 
3 
3 
3 
3 
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8 
8 
0 
0 
0 
0 
0 
Quest ion: uvJhat brand is considered to be of higher-than-
average quality?tt 
XXIV .c. - High Qua lity 
No reply, or Don't know 
No company exceeds standards 
Identified their choice 
Total sample 
Breakdown of the brands mentioned: -
Borden 
Seal test 
Cres t 
Pardfner (S) 
Lady Borden 
Princese (C) 
Par isian 
Texan 
De-Lite ) 
Countryside ) 
Tip Top 
Braemore (S ) 
Lakeshore 
Cosmopolitan (L) 
Sealtes t Prestige (S) 
23 % 
21 
10 
9 
7 
7 
6 
5 
-! 
-! 
-! 
2 
2 
1 
1 
24% 
0 
76 
100% 
13.5% 
31 
9 
17.5 
11 
1 
1 
3 
4 
-! 
0 
1 
0 
0 
0 
~uestion: "What company does t he most consumer advertising?" 
XXIV.d. - Most Advertising 
No r ep l y, no opi nion,don 1t know 
Al l Companies sre nearl y a l i ke 
Identified their choice 
Total a ample 
20% 
3 
77 
16Qlf 
22% 
0 
78 
lOOlf 
Breakdown of the brands mentioned: -
Seal test 
Borden 
Tasty 
Texan 
Crest 
Para•ner 
Monument 
(S) 
(S) 
MaY.. 
~8% 
3? 
8 
6.5 
5 
3 
1 
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July 
71% 
28 
10.5 
3 
6.5 
~ 
0 
'*uestion: nwhat ice cream company doe a the best or most 
effective consumer advertising?tt 
XXIV.e. Best Advert~~in~& 
No opinion, or Don't know 
&11 companies nearly equal 
Identified their choice 
Total Sample 
Bre akdown of brands mentioned : -
Seal test 
Borden 
Tasty 
Texan 
Crest 
PardTner (S) 
Lakemore 
Braemore (S) 
35% 
8 
57 
100% 
49% 
25 
9 
9 
5 
2 
: 2 
2 
62 % 
2~ 
5 
3 
3 
8 
1.5 
0 
~ue s tion: "What ice cream company does the most to help the 
dealer sell i ce cream?tt 
XXIV.f. Moat Dealer SuEEort 
No opinion, Don't know 2~% ~O% 
All try to assist 5 0 
None ,. lt tt 3 0 
No company is outs tanding 11 6 
Identified t heir choice 57 5~ 
Tot a l Sample 100% 100% 
Breakdown of companies mentioned: 
-
Seal test 36% ~3% 
Borden 14.5 19 
Premium 9 0 
Crest 7 113 
ParaTner (S) 5 11 
Lakeshore 4 0 
Braemore fS) 2 0 
The succeeding questions were asked Crest or Lakeshore 
dealers exclusively: -
1~0 
Question: nsince the start of' the Crest-Lakeshore adver-
tising, have you noticed any change in your sales?" 
XXIV.g. ~ Sales Change 
Yes (number of replies) 5 
No 8 
No reply 1 
Total dee.lers :i.nte rviewed IT 
~
7 
3 
1 
11 
--
(If No') ttno you expect any change in your sales?" 
No (number of replies) 
Should improve 
Depends on weather 
Possibly 
Total 
0 
~ 
2 
2 
8 
2 
0 
0 
1 
-.;~ 
Questtl.on ~ tt1ffua t comments have you had from your customers 
regarding the advertising on the chan ge from 
Lakeshore to Crest?" 
XXIV.h . - Consumer Reaction 
None (number of replies) 8 6 
Favorable 4 . 3 
Most have other brand preference 0 1 
Have not been a Lakeshore s tore 1 0 
No reply 1 1 
Total dealers interviewed 14 11 
-
Question: "What do you expect the change from Lakes~ore to 
Crest will mean to you in your business?n 
XXIV . i.. - The Future 
Increase ~ 4 
tt because of advertising 1 0 
" because of better quality 1 0 
No difference 3 2 
Depends upon Crest 0 1 
Nothing until sign is changed 0 1 
Did not sell Lakeshore brand 1 0 
Don't know 3 2 
No reply 1 1 
Total dealers interviewed 1~ 11 
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Poin t of purchase advertising in use when interviewed: -
XXIV.j. - Observation 
Seal test 
May July 
Borden 
May July 
Lake~hore 
May July 
Crest 
~ July 
Outside sign 8 
Outside sign,electric 3 
. Sign on building wall-
0 
3 
1 
4 
5 2 3 1 1 ... 
2 ;,: -l ... 1 1 
Sign on sidewalk 1 
2 2 
7 2 3 2 2 
Sign, hanging or 
electric in window 
Window strips,poster 
'• display 
Sign on door 
Back-ber strips, 
2 
4 
1 
1 
10 1 
3 
1 
2 
1 
1 
1 
... 
pri6e signs, etc. 
-
.... 
flavor bofl_rds, 
10 21 9 20 1 4 2 
Cabinet strips,etc. 11 7 6 6 1 2 • 
Clock 1 
Elec.sign over cabinet- 1 3 -
Number of dealers 22 30 23 22 ·. 9 . 2 14 11 
= = = -
-
This before a~d after retailer survey pro~ides 
several pi~ces of information worthy of special notation. 
(!} The opinions regarding "lower than average quality" show 
relatively few 'mentions of Lakeshore in July; probably 
this resulted beca.use that brand received propo:r-tionately 
less recall throughout the entire July interviewing proces8 . 
Regarding the questions of who does the greatest 
amount and most effective consumer advertising, although 
the relative standings of the major companies remained 
~ identical, Sealtest received much recognition durin g the 
period from May to July 1953; perhaps this should have 
been correlated with the increase in the use of its point 
• 
of purchase material over the same interval. A larger 
number of dealers felt that Crest did the most for its 
(~ dealers in assisting them to sell more ice cream, but 
only a slight increase in this feeling between May and 
July. 
5. Field Study #4-Lakeshore-Crest Dealer Personal Interview 
The last formal investigation of the conversion 
1~2 
process was a survey among 120 Crest dealers who had formerly 
sold Lakeshore ice creams. The se stores, located in Buffalo, 
Niagara Falls, North Tonawanda, Dunkirk and Kenmore, New 
York, were visited within the last week of May and the 
firs t week of June, 1953 to learn the manner of notifica-
tion employed, the storekeepers' feelings regarding Crest's 
methods of notification, and their opinions as to ice cream 
sales and themselves as proprietors. G4uest ions and tabula-
tiona follow: -
TABLE XXV 
Dealer Satisfaction (Lakeshore-Crest) 
Question·: "How were you notified of the change?" 
XXV . a. - Notification Methods (number of respondents) 
' I 
Buffalo Niagara Falls Kenmore 
-----wo.Tonawanaa Dunkirk Total ~ Salesman 5 1 2 8 7% 
Driver 5 1 ... 6 5% 
Mail '2 2 2% 
14 3 
Not i fication Me t h ods ( cont.) 
Buffa l o Niag .Falls Kenmore % 
N. Tonwda. . Dunkirk Total 
Sale sman, driver & mai l 34 5 l 8 6 7 70 58% 
Salesman & mail 4 3 ... 2 9 7 
Sale sman & dr ive r 9 1 3 ... 1 14 12 
Driver & mai l 4 1 1 2 2 10 8 
No Notification 1 
"' 
1 1 
Totals 63 -m 25 - 8 1 120 100% 
Q.uestion: "Generally, how would you appraise the job the 
Crest Corporation h as done to inform dealers of 
the change?" 
XXV.b. - Appraisal of Notification Program 
Excellent, very 
satisfactory 
Good, adequate, 
sa. tisfactory 
Fair 
Poor 
Don't know 
Not notified 
No reply 
Totals 
:54 7 
21 1 
1 
1 
5 4 
8 
16 
5 
8 
1~ 
58 48% 
4~ 41 
1 1 
1 1 
9 7 
1 1 
1 1 
lm:5 100% 
---
Q_uestion: "What do you expect the change from Lakeshore to 
Crest will mean to you as far as your sales of ice 
cream go?" 
xxv.c. - Sales ExEecta.tions 
Already increased 7 1 4 1 13 11% 
Will increase 1 3 2 1 1 8 7 
tt lt -more variety 2 .. 2 2 
tt 
"people like Crest 2 1 1 4 3 
Don't know,should incrse 3 3 6 5 
Shd.incresse if priced rt- 2 
-
2 2 
Will incrse.if a.dvertised9 6 2 ... 17 14 
Depends on quality 4 2 1 7 6 
lt on weather 
" 
1 1 6 5 
" on economic conds. 1 1 1 
No difference in sales 14 3 2 2 
" 
25 21 
No increase until price 
meets chain-store 2 2 2 
No incrse. - union trble 1 1 1 
Can't incrse,lmtd. space 1 ... ... 1 1 
Sales down,don 1t .know whyl 
- -
1 1 
More time explaining change to customers 
1 1 2 2 
Don't know 10 2 4 6 22 18 
Tot al 63 12 2 5 - -8 w 1M 1 0 0 % 
-
14~ 
Question: 11VJ11at will it mes.n to you as a storekeeper?" 
XXV .. d . - Merchandising Anticipations 
Buffalo Niag.Fe.lls Kenmore :if 
N .Tonwda. Dunkirk Total 
More sales,more profit 16 6 6 4 3 35 29 % 
tt tt ,more other sales 1 1 2 2 
Like it , more advertising 1 1 · 2 ~ 4 3 
" u, n aggresslve 1 1 2 2 
Better ice cream 1 1 1 
Good service & packaging 1 ~ 1 1 
Generally helpful 1 Q 1 2 2 
Means satisfied customers - 1 1 1 
Like it, no reason 1 ~ 1 1 
No difference unless increased advertising 
2 2 2 
Need give-away prgm. for kids 
1 
Don't know ,Crest not popular 
Will hurt sales, former Regal dealer 
2 
Lo~s of s eles,poor 
No difference 
Don't know 
No reply 
Tote.ls 
qua:nty 1 
18 
15 
4 
3 
1 
5 
8 
63 12 25 
1 1 
1 - 1 1 (L) Nery near location 
~ 2 2 
1 1 
1 7 34 28 
1 1 26 22 
4 3 
8 12 120 100% 
Question: nwhat did you receive in the way of advertising 
for your store?" 
:XXV . e . - Point-of-Purchase Material Received 
Some1·materia l 
None 
Totals 
59 25 
4 1 
63 I2 
11 
-
Q.ue.s tion::~er.e you able to use it all?'' 
8 
:XXV.f. - Point-of-Purchase Material Used 
Yes 51 
Most of it 1 
Some,not enough ~m 5 
None of it 2 
None, sell Cosmopolitan 
Did not receive any 4 
Totals 63 
= 
Could use more 
9 22 
1 
2 1 
(L) only 
1 
8 
... 
8 
=. 
1 
12 
12 
8 
... 
115 
5 
Im5 
98 
2 
12 
2 
1 
5 
120 
==-
82% 
1.-5 
10 
1.5 
145 
~ue s tion: ''Within the past t v-10 or three weeks have salesmen 
from other ice cre e,m companies soli cited your 
business?" 
x:xv . g. 
-
Crest Com:12et it ion 
Buffalo Nias.Falls Kenmore ~ N.Tonwda. Dunkirk Total 
No 53 10 23 8 12 106 88% 
Yea 10 2 2 ... 14 12 
Totals ~ Dr ~ 8 !2" i2"U 100% 
-
Firms soliciting : 
-
All companies 4 ... 4 
Seal test 2 2 1 ... 5 
General Ice Cream 1 1 
Pard 'ner (S) 1 ... 1 
Borden 1 1 
Countryside 1 1 
Refresho ... 1 ... 1 
Don ' t know 1 1 2 
Withheld identity 1 1 
Totals IO 2 2 - ll ... 
- - - - - -
This survey indicated a very hee.l thy dealer rela-
tionship existed in the Buffalo branch area . The conversion 
to Crest had been highly successful; only one dealer stated 
~ that he had not . been notified while nearly half of the 
dealers considered it an excellent accomplishment WhirnB an 
additional 41% felt it was done satisfactorily. 
In general, Crest accQunts looked favorably into 
the future, both personally and regarding sales. Most 
dealers had used all the point-of-purchase material they 
~ received. In additional comments, a few proprietors ex-
pressed some displeasure with the Scandinavian Special 
promotion, and it was learned that many dealers had known 
1~6 
~ of the purchase of Lakeshore for some time before they 
had received notification. 
DISCUSSION POINTS: 
1. From these findings and outlined analysis, appraise 
Crest's Introductory Program. 
2. What course of action would you recommend that Cre8t 
follow? 
3. Comment briefly on the availability and uBe of 
secondary data. 
~. Can you suggest further applications of marketing 
research? 
1~7 
CHAPTER VIII 
CREST ICE CREAM CORPORATION - APP RAISAL OF MARKETING RESEARCH1f 
FINAL REPORT FORMAT: Planning the presentation or survey 
findings really begins in problem definition.* One must 
first determine the relative value or information to be 
gathered, a• ~ .:well as the mos t expedient method to obtain 
this data, and or secondary consideration is the sorting and 
redistributing or data to isolate and meaaure variable factors 
under controlled conditions, -- i.e. holding some ractorfs) 
constant for isolation and easy identification of the remaining 
unknown a. 
Since the prime purpose of marketing research ia 
to aid the scientific solution or distribution problems (by 
recommendations) through gathering and interpreting data, 
findings should be presented in a revealing manner to facili-
tate the moat valid analysis; thus "findings, n ttanalysis" and 
ttrecommendat i ons" are the operative motives of "marketing 
research."** Because in many instances it can show maximum 
detail in minimum space, tabular presentation frequently is 
# Attention is directed to the second paragraph 
on page 1~. 
* 3, P• ~1; 18, PP• 214-215; ~5; 6~, pp. 400-~01; 
65. 
** 18, P• 211. 
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TABLE XXVI CONSOLIDATt.D FINDINGS PRESENTATION ( page 1. ) 
Field Study # 1 1 Consumer Telephone. 
Purchase 
1 9 5 2 
Average 
93.5'1o 
.5 
6 
100 % 
1% 
32 
9 
1 
9 
4 
1 
2 
1 
1 
April 
93% 
1 
6 
~ 
24~ 
24 
8 
* 
9 
4 
0 
1 
3 
1 
l 
P a t t e r n ;1 R e c o g n i t i o n P a t t e r n 
1 9 5 3 
May 
1-
88% 
1 
11 
~ 
2% 
23 
6 
0 
7 
3 
0 
3 
2 
2 
June 
93 . 5% 
1 
1 9 5 2 
1 Average 
: 1o6· 5·~ 
' 
II 
I, 23'1o 
27 
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9 
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I 
l : 
:· 
6afo 
27 
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7 
37 
14.5 
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3 
1 9 ) 3 
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6~ 
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used in "setting downn the findings and analysis of surveya. 
Consolidated tables could have spared the analyst 
much time and facilitated more meaningful analysis and 
recommendations.* One alternate presentation of these find-
ings is outlined in Table XXVI on pages 149 and 150 of this 
"Appraisalu; one two-page oversized, horizontal table con-
tains nearly all comparative data uncovered by Crest's four 
field studies. Based upon the use of uniform brand sequence 
and continuity grouped, repetitive column captions, these 
survey findings are presented on two aheets and permit the 
analyst to perceive not just one question's response, but a 
composite of all surveys for comparison and establishment 
of trends through fusion of the data obtained by several 
methods. 
Apparently the greatest obstacle to the preparation 
of such composite tables is that the information contained is 
not available simultaneously. Furthermore, in order that 
maximum benefit can be secured from timely field intelligence, 
each response must be considered promptly when received from 
the field. Nevertheless, to establish important relation-
**' ships through fractioning and r efr actioning data., the 
analyst ahould have been given t he benefit of unified t e.bular 
presentation, even if ju~t a worksheet i s to be filled in as 
the data arrive~ . It can be as s umed this was not done, or 
the report would have been issued in a consolidated for mat. 
* 11, P• . 121 
** 3, PP • 184-187. 
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.ft_NJ~LYSIS IN "COMMERCIAL 11 FORM: In practice, most market 
researchers at some part of their analysis consider eech 
question individually and find considerable advantage in 
discussing the implications of collective reBponse to each 
item of the questionnaire in sequence.* Therefore much of 
the analyst 's comments accompany the narration of the find-
ings, as if he were answering an adversary's probing, "So 
what?" At this point the analyst may seem to be defending 
his original judgment in having included each of the items 
contained in the que stionnaire. If inadequate preparation 
had been made in problem definition, the step-by-step analysis 
may seem somewhat ttdefensive, •• but ideally the antithesis is 
correct, and the analyst may exercise his prerogative in the 
presentation of findings and his analysis. 
Usually, recommendations (if any) are conspicu-
ously identified and listed in a distinctly separate section 
of the report; in the broader concept, findings and analysis 
~"* are merely ttmeans tows_rd an end, n -- the recommended actionl 
PR OBLEM DEFINITION: Before surveys are 1mdertaken, ob-:-
jectives must be clearly defined, as these may vary con-
siderably in the minds of persons who may be closely involved; 
the executive requesting a marketing study could be quite 
surprised on hearing the research man's connotationl Statement 
* 11, PP• 120-121. 
~:- 3, PP• 188-190; 11, PP• 124-125. 
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of the problem sharpens the focus for a research attack and 
pr otects the results from being so ambiguous or broad in 
scope that analysis is impo&sible.* Complex projects may 
require four steps to properly define the problem~Y~: 
(1) situ ation analysis, (2) i nformal investigation, (3) stat-
ing the goals of the study, and (4) broad planning of the 
project .. 
The Crest Ice Cream Corporation assigned two 
projects to its market research department, as described 
in this case. With the possible exception of item four, 
these initial steps were not formally applied because both 
projects were very specific requests. 
SECOhlDARY DATA: The first assignment mentioned as having 
been given the market research group was to study the de-
sirability of acquiring Lakeshore Ice Cream Company as a 
subsidiary. This procedure has been described in the first 
paragraph of the "Orientationu section of' this case, «ince 
most of this investigative procedure seemed to involve a 
through search of' secondary data, -~ both area analysis as 
well as within Lakeshore's operations. It can be assumed 
this is the prime reason for the minimum application of 
secondary data to evaluate the Lakeshore-Crest conversion 
program as devised by Crest's marketing executives. 
* 3, P• 31; 18, pp. 214-215. 
{P~ 5, chapter 16; 97; 106~ 
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The continuing appraisal of Crest's introductory 
campaign was the second project assigned its market research 
depart~ent in this case. The only form of secondary data 
specifically used was sales re search, and this record analysis 
seemed to have been applied to a thoroughly inadequate level.~:-
Management learned only the.t Crest 1s ttex-Bui'falo" gallon 
sales of ice cream increased 10$during May, June and July, 
1953 as compared with the same months of 1952; in the Buffalo 
Branch Area during the corresponding period, gallon sales of 
Crest ice creams exceeded those of Lakeshore (only actively 
promoted in 1952) by 25%, not considering the fact that each 
brand was promoted independently of each other, while at no 
time were Lakeshore and Crest really competing with each 
other in the Greater Buffalo Trading Area. 
COMPAR ISON VALIDITY: Because two completely different 
situations are being compared, the percent chan ge in Crest's 
Buffalo Branch cannot be made between these t wo time i nter-
vals . More accurate gallonage sales comparisons could have 
been computed by: 
1) considering the advertising budget Lakeshore used 
during the period of May , June and July, 1952. 
2) evaluating the type and quality of Lakeshore' s pro-
motions of that period with those conducted by Crest 
in its Buffalo Branch during the corresponding months 
of 1953. 
* 5, chapter 6; 18, p . 21~. 
3) correlating the geographic area served by Lakeshore 
in 1952 with that of Crest in 1953, and adjusting 
for any variances. 
4) specifically determining Crest's advertising appro-
priation assigned to the Buffalo Branch Are a exclu-
sive of all s pecial introductory efforts. 
5) attempting to weigh the successful conversion with 
all introductory activities, advertising, publicity, 
special "dealstt for retailers, merchandise redemption 
coupons for consumers, trade-in allowances on retail 
equipment, moving personnel and Crest equipment, etc. 
6) determining the actual expenditure on the conversion 
process and calculating the carry-over of expendi-
tures from the introductory campaign to Crest ' s 
regular sales efforts; consider that equal effort 
and near equal conditions should be weighed ag~inst 
performance or results to form valid comparisons. 
7) carrying this adjusted record compe.rison for · a much 
longer period, at least two full years, and perhaps 
planning this to be a continuing study, preferably 
including all branches and broken by product lines. 
PROFESSIONAL INTEGRI_TY: Realizing the standards of im-
partiality of most market researchers,* it must be assumed 
that informBtion and findings '"hich may be uncomplimentary 
to Crest have been omitted from this report entirely by 
* 11, pp. 15, 22-23. 
15~ 
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error . Intent,ional ~letion of data in some instanc s is 
just as fraudulent as r portin g kn own errors, distorting 
fqcts (pe r haps by guessing), or violating certain sound 
and generally accepted market re search _rinciples .#* 
In addition to the seven points of "Comparison 
Validity" previous l y enumere.ted, three areas of ambiguity 
suggest t he omission or distortion of findings . These are; 
1) the apparen t shBre of the Buffalo Branch as a per-
cent of Crest's gross ales has not been computed 
in this report; discussion of this point may be 
found in the "Analysis of the Findings." (In 
this case Section II is incorporated with the 
documentary material, Secti on I, and each part 
of the analysis, being in 'commercial" form, 
follows that porti on of the case being discussed.) 
2) gallons of ice cream sold may be inflated due to 
in troductory offers to retailers, n3 for 2n or 
similar purchase plans to help them stock their 
freezer chests, consignment deliveries~ free mer-
chandise, or other distribut ion plan to help the 
dealers convert from Lakeshore to Crest brands. 
3) not all Buffalo Branch sales during M~y , June 
and July 1953 may be bona fide due to redemption 
of semple coupons widely distributed among con-
eumers of the area. 
# Exception being to allow for new professional 
development of techniques. 
* 5, pp .. 49 5, 594 . 
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EXPERIMENTAL .f.MffiKET ING: To illustrate the problem ~imi -
le.rity of the Lakeshore-Crest conversion program to those 
which may be expected in controlled experimentation in 
marketing research, a brief comparison is made in each of 
the latter's five areas of methodology: (1) the laboratory, 
(2) test subject, (3) controls, (4) processing of data, and 
{5) measuring results.* 
1. The Laboratorl 
The l B.boratory should provide three features: stores 
(locations), records (written experiences), and a 
cooperative spirit (with top executives, supervisors, 
store personnel, and technicians). 
&11 were present and vitally involved in the 
"conversion" and determination of its relative success. 
Here the entire Buffalo Branch district is the labora-
tory location, rather than a few stores. 
2. Test Subject 
The entire product line and reputation of Crest Ice 
Cream Corporation were test subjects in the Buffalo 
Branch area during May, June and July, 1953 . 
3. Controls 
Experiment~! controls require constancy or uniformity 
in all but one element affecting the results, -- the 
particular variable factor being tested l But many 
* 51 PP• 285-287, 314- 319; 7, PP • 671-672; 62. 
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marketing factors are uncontrollable (such as the 
weather, consumers, and competition), hence the accu-
racy of test results is heavily dependent upon these 
external factors acting simultaneously and with equal 
strength toward all locations of the experiment. Con-
trolled experimentation is poss ible only while research 
environments remain continuously comparable except for 
the one variable being testedJ Some of the variables 
which must be held constant or considered are : type of 
store, store ~ize, trading area (size of city, business 
location, economic levels and ethnic backgrounds of 
population and customers, competition, newspaper area 
coverage), shopping habits (sex, mode of travel, fre-
quency of store visit, length of patronage, average 
purchase), instructions for test, taking of inventories, 
regular progress checks, customer observation and inter-
viewing, product lines, retail prices, advertising, and 
promotion. 
Vfuile severnl of these variable experimental 
factors did not apply to the Crest case, most did and 
from all evidence were not taken into consideration and 
perhaps unknown. 
Alnother definition of "Controlt; alludes to those 
parts of the 1'laboratory11 which are held "constant" for 
comparison with the remaining "experimentaltt groups which 
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have been influenced by the "test subj ect. ' In this 
manner the Buffalo area ("experimental,.) is the vari-
able compared with all other branches ("control"); the 
total Crest branch organ ization is the "laboratory. * 
4. Processing of Data 
The only important difference in processing ra data 
in an experiment is that it must be done promptly to 
permit the i mmediate application of corr ective action. 
By the type and sequence of surveys used, appar-
ently Creat performed rapid anal ysis, although there .s 
no way this can be determined regarding its sales records. 
5. Meas uring Results 
According to the t ype of problem, results of the experi-
ment may be measured in sales produced or work performed . 
To compare sales of different kinds'of merchandise and 
minimize price variances 1 se.les should be measured in 
both physice.l units as well as monetary values, ,ork 
performed is measured by applying cos t accounting me thods 
to costs of labor, materials, devices, power, etc. 
Crest market reseArch seemed to have lost s ig.'l.t of 
the real objective of their busines~, -- selling ice 
cream profitablyJ Methods of evaluat ing the success of 
its c onversion program were measured qualitatively to 
such an extent that sales were made to appe r as a 
desir ble side effect or. public opinion. Vfu ile dealer 
-:1- 11, p. 51. 
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and consumer relations are particularly important in 
the introduction of new products or firms , this must be 
reflected n sales volume , although the separate facets 
of the campaign may become concealed and the kno l edge 
for future activities would have been lost. Crest should 
have devoted more attention to obtaining population and 
customer char~wteristics as wel l as accurately deter .... 
mining its shere of the market. 
TEST MARKETING: Before introducing a new product n ti on -
ally and assuming all the risks of full campaigns , many 
firms select a city or section of the country as a tria l 
erea because it possesses mos t of the characteristics present 
national ly. Here it tries to reproduce on a small scale all 
the conditions planned for the formal introduction. This 
form of experimental marketing fu est ) solicits consumer re-
~.ction to the firm 7 product line , new produc t, and its 
* • promotional campaign . "Test Tmm 1 procedure is a funda-
mental technique of Gille tte Safety Razor Company. Test 
mar keting should measure rele.tively unpredictable elements 
t h at will play the biggest role in the future marketing 
~-~ 
success of the product. There e.re four general methods 
of checking test marketing results, 1) company records 
(sales potential), 2) store audits (immediate position), 
3) trt?cde attitude surveys (awareness ), and 4-) consumer 
* 5, PP • 285-286 . 
*-~· 9, P • 293. 
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surveys (satisfaction). Other devices for checking effect-
iveness of the test are, -- 5) reports from manufacturer's 
salesmen, 6) coupon returns, 7) mail inquiries, and 8) ad-
vertis ing media surveys.~ 
The nature of its problem and geographi~l limits 
prohibited Crest from using test marketing as a forerunner 
of its introductory campaign. Further, since many retailers 
of the Buf'falo ares. knew previously that Lakeshore had been 
acquired by Crest, they could easily assume the brand con-
version was inevitable. Very likely Crest had acquired 
· subsidiaries previously during earlier growth periods and 
in the Lakeshore conversion was e.cting from experience; 
thus, in a sense its prior actions could be considered 
test marketing for its Buffalo Branch situation, and these 
Spring, 1953 efforts were carefully measured and recorded 
for possible future expansion. In checking its introductory 
campaign, Crest employed five of the eight methods frequent l y 
used in test marketing, numbers 1, 3, ~~ 6, and 8, as identi-
fied in the preceding paragre.ph. 
PRIMARY DATA COLLECTION METHODS: After the issue has been 
identified and existing data has been collected and studied, 
a decision must be mr:tde as to th e most expedient method of 
obtaining any information still required for solution of 
the problem. Primary data may be gathered by five methods,** 
>< 9, P• 293. 
-~~ 5, chapter 15; 18, PP• 215-216; 6~, PP• ~06e~lO. 
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(1) mail survey, {2) telephone survey, (3) panel, (4) per-
sonal interview, and ( 5) combination methods . 
&lthough all types of primary data collec tion 
methods could have been used, Crest elected to check its 
introduction by one c onsumer telephone survey and three 
groups of personal interviews, one consumer and two among 
retailers. Each search for opinion and ract had an ob-
jective distinct fr.om the others; the methods used seem to 
be coordinated, well chosen, and in some instances prov ide 
a check upon each other (see Exhibit&). The techniques 
employed or absent in each field study are discussed 
following a comparative commentary on the principles of 
the corresponding data collec tion method. 
1., Mail Survey 
The chief adven tage in mail surveys is economy. 
The only out-of- pocket cost is for preparation of a list, 
printing, postage, and the mechanical functions of a ddress -
ing, folding, stuffing, sealing, and applying postage. 
Tabulating expenses are uniform regardless or the method 
used to gather the raw data.* 
Since returns seldom exceed 15%, under some con-
ditions the cost per returned questionnaire may be higher 
than ror an equivalent personal interview. Purchase of a 
mailing list and clerical expenses may exceed expectat i ons. 
* 11, P• 41; 6~, PP• ~10-~14; 85. 
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Likewise, if a premium is offered, an additional cost must 
be included.* 
In use, one big advantage of the mail survey is 
that it permits wide geographic dispersion of the sample . 
Another item on the "plustt side is the elimination of possi-
ble interviewer bias- Certain topics may be too embarrassing 
for conversational interviewing; similarly mail surveys may 
permit the respondent to remain anonymous and simplifies 
the task of obtaining otherwise confidential information . 
Finally, assistants and secretaries frequently keep execu-
*•'! tives unattainable for personal interviews • .,.. 
The greatest deficiency of mail surveys is the 
lack of assurance that a representative group of people 
will reply. In terest and experience seems to motivate 
persons to reply to a que~tionnaire "within the ir field" 
regardless of the subject matter , *·:E--l:- creating the nonrespondent 
problem. Secondly, mail survey answers are likely to be 
brief and superficial, but a more serious threat is that the 
replies may be submitted by someone other than the person to 
whom it is addressed (e.g. -- a secretary rather than her 
boss, even though she may not know anything of the subject). 
Depth interviews are not possible through the mail; similar-
ly there is no interviewer on hand to explain any confusing 
questions, direct the sequence of replies or the comple t ion 
* 3, P• ~~. 
~~ 27; 72. 
**{} 3, P• ~6; 26; 32; 57; 6~, PP• ~02-~03. 
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of vital statistics . Finally, the name of the sponsor, 
if made public, may influence or stimulate response from 
those who feel mos t strongly about the firm; and conversely, 
~ny request for the respondent 's name may instill a fear 
that he would be subjec ted to a sales campaign, or that his 
information was exceptionally personal. 
2. Telephone Survey 
a . Principles . 
Of al l methods ·, used to obtain primary d ta , the 
telephone interview is the 8implest and most rapid; field 
workers merely dial numbers and ask questions. Its speed 
and economy frequently give the t elephone survey lowest 
cost per completed interview. Since it is very easy for 
the respondent to terminate the interview on impulse,* the 
list of questions must be short and to the point . *l\· 
The telephone facilitates personal interviews 
with persons in the top income brackets where ordinarily 
e. maid or butler answering the door makes it difficult to 
res.ch the party desired, sometimes insisting that an appoint -
ment must be arranged. The telephone method, or selection 
of a sample from telephone directories according to recog-
nized techniques, assures a truly random sample typical of 
telephone subscribers within the community. 
* 3, P• 46; 26; 32; 5?; 64, PP• 402-403. 
*.;~ 3, P • 4?; 64, PP• 414-41? . 
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Conversely, it is irnposs ible to obtain a true 
cross-section of the general popul~tion of the general 
population by telephone because the lowest income groups 
frequently do not hs.ve telephones installed in their homes •. ;_l 
Classification information is nearly unattainable by telee 
phone, and rural party-line interviews have particular 
* •!} 
obstacles. The interviewer cannot ask questions which 
require extended thought , and he is further limited in not 
being able to observe personal reaction or surroundings . 
b. Crest Field Study 61 
For each of tr~ee months , Crest conducted 300 
telephone interviews, asking only four questions of each 
respondent.. These replies were compared with similar 
response obtained during comparable month s of the previous 
year. Both parts of the fourth question, ttwould you tell 
me whether you rate the company's products as being out-
standing, average, or below average?u, are of doubtful 
v.alue because all comments are relative to that particular 
respondent ' s standards of comparison or reaction to persona l 
influences. Als o, this question may be confusing over the 
telephone, causing frequent repeating of the listed brands 
and poor mental association of brand names with products 
or trademarks,. 
* 3, P• 49 ; 11, P• 46. 
-~-;~ 3, P• 50. 
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3. Panel 
Another method of ob tain :i.n g information about 
consumers, their purchases and habits, is the panel tech -
nique, in which a group of persons or families have a greed 
to record and periodic ally repor t their purchases or acti-
vities. Their cooperation is compensated in merchandise, 
premiums or money. While the group may be constantly 
changing due to additions and deletions, nevertheless it s 
membership vital statistics is continually balanced to re~ 
main in proportion to the characteristics of the areas 
being represented; some national panels contain as many 
.l~ 
as 5,000 familieslft 
Because panel members record purchases as they 
are made, their memory loss is minimized, particularly 
among the lower priced items which may be bought fr equently , 
s uch as foods and drugs . ~md since panels make continu ing 
records, trends may be establ i shed more positively and 
sooner, also purchase activities can be related to other 
events showing buying patterns in response to the intro-
duction of new products, new bre.nds of existing products, 
or changes in promotional activity. Thus marketing weak-
nesses can be discovered early and corrected, and contrarily, 
successes are made known and may be capitalized upon. 
Expenses of maintaining e. representative sample 
are prohibitive except where e. continuing study is necessary, 
* 7, PP • 671-672; 11, PP• ~9- 51; 78 . 
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usually involving low-priced frequently purchased items. 
Both economic extremes are very difficult to retain in 
panels; the upper income groups ~ssumed to be large purchasers) 
are seldom influenced by the rewards offered for their 
cooperation, while the poorer families, being of lower edu-
cational levels, seldom can be relied upon to keep accurete 
records . If a panel is not representative of a cross section 
of population, it can be very misleading and quite harmful. 
It must be recognized that panel members may become atypical, 
self-consciousness entering their reporting and perhaps 
their buying habits. The value of the panel techniques has 
been checked by The Bureau of Applied Social Research at 
Columbia University; it investigated how participants' 
answers varied among topics, how respondents are affected 
by repeated interviewing on the same subject.* and the 
length of useful participation of panel members. 
~. Personal Interview 
Be Principles 
The heart of most practical marketing research is 
the personal call method . In this process , the field worker 
talks to his respondents personally, recording his answers 
as their conversation progresses. Frequently this respondent 's 
opinion must be taken to represent that of his family or 
buying unit .** 
~~ 60. 
*-::- 51; 86; 93. 
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Rigid sample control is permitted through the 
setting of strict respondent characteristic quotas, com-
pelling the field investigator to obtain virtually any 
distribution of variables; usually five or six factors 
are controlled.* Longer and more complicated question-
naires may be used with the personal interview; super-
ficial answers may be expanded by further questioning. 
Skilled interviewers are able to secure the cooperation 
of some persons who very likely would not reply to a 
mail questionnaire, and further, can ask comment or dis-
cussion otherwise impossible. 
Although personal calls are usually expensive, 
in some instances the cost per completed interview may be 
more economical than if attempted by mail or telephone. 
There is a tendency for some respondents to sense a "hurry ... 
up" attitude with the less competent field worker, thus 
some answers are apt to be given without the reflection 
** accuracy may require. The field investigator may intro-
duce many errors such as in selection of sample (using a 
different method for choosing the respondent or replace~ 
ments for refusals or not - at-homes) or biased responses 
(according to the interviewer's attitude, voice inflection, 
or misreading the question), but these difficulties can be 
minimized through proper selection and training of the 
field organization . ~~~ 
* 3, p. 51; 64, PP • '17- ,25. 
~~ 3, P• 52., 
~I* 64, pp. 422- 425; 90 . 
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b. Crest Field Study #2 
Crest's consumer personal interviews {400 house-
wives in Mey and another 400 in July, 1953) largely dupli-
cated the questions asked in the continuing telephone 
survey, except that the personal calls mee.sured advertising 
recognition8 ~Vhile the first two questions (ice cream 
brands purchased and recognized) have only minor differences 
in number of mentions, and both show the same general sequence 
pattern, the personal interviews obtained much more detail 
here and in the succeeding topic~. Therefore the telephone 
survey seems redundant and its greatest usefulness could 
I 
be to compare Crest's position in the consumer ,~s mind in 
1953 with that for Lakeshore in 1952; the sales volumes 
and other indicators could have provided such data and 
* eliminated these 900 telephone interviews. 
The last question asked in the consumer personal 
interviews (quality opinion) is worded more effectively 
-~~-here than in the telephone aurveys and obviously ranked 
more brands (showing a better position perspective although 
not all should be considered as direct competition due to 
Crest 's capitalization and demonstrated merchandising 
ability). It is encouraging to note that even in one month 
(since the 1953 'phone survey began) the Crest marketing 
research department recognized the futility of asking consumers 
* 67. 
** 47; 54:. 
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to Dank "reputation"; they normally have no trade contact 
beyond the retail level and consequently manufacturer' s 
reputation becomes synonymous wi th quallty of product, 
selection of merchandise types, and the good will of known 
rete.ilers who may carry tbe.t brand. However, Crest intro-
duced another error in wording the question; while -the 
personal interview ranking query reads smoother , it intro-
duces bias by associating quality with price . * 
c .• Crest Field Study /#3 
The general retai ler personal interview survey 
solicited trade attitudes toward ice ~earn manufacturers 
and contacted 100 stores during each of two months. Al l 
known commercially made brands were carried by these re-
ta.ilers, but the brands in stock were not recorded except 
that Crest and Lakeshore retailers were asked three supple-
mentary questions and also point - of- sale advertising was 
observed an d tabulated for Sea.ltes t, Borden, Lakeshore, and 
Crest . ~'" 
The first question (change br and preference) is 
not valid, because no retailer really knows the markup, 
sales aid, and potential profit attainable £rom all manu-
facturers soliciting trade within that area, therefore the 
retailer shouldn ' t be expected to give any answer; 62%-73% 
did notJ Perhaps some of this group may have f eared that 
* -4:7; 5-4: . 
** 64, PP • 430--4:33 . 
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an aff irmative statement would injure his pride and imply 
dissat isfaction with their present supplier, and hesitated 
to r eply not knowing the true identify of the survey 's 
sponsor; their own brand could have been testing dealer 
loyaltyJ Some retailers consider "don't knowt the mos t 
polite refusal they could express , when they really donrt 
c are to answer any questions at all. All things con sidered , 
replies of 38%-27% seerns quite satisfactory in number but 
of questionable validity . 
Both quality ranking questions should have been 
"'~ asked in inverted sequence, if at all~; this and all responses 
should have c orrelated the iden tity of the brands in stock., 
as the respondent may have been voting h is own brand as best 
and his competitor's as poorest quality . A cross indexed 
ta.ble having horizontal- vertical captions or a scaling system 
would be ideal.** The much larger number of non8replies to 
t he negative ranking confirms the basic principle of good 
salesmanshi p , 'don ' t ' knock'''; it is interesting to observe 
that 3- 4 times more respondents chos e to ansvrer the affirms.-
.;H~-* tive version of this question. 
Retailer appraisal of quantity and quality of 
brand advertising is a more effective "attitude 11 question than 
asking ~•which brand the retailer is most likely to switch to't; 
both give substantially the same answer J~~~ These three 
* 3, pp. 76- 78; 6~, p . 402 . 
·~ 37. 
-'..P~-'.,} 91 .. 
~*~*'·::- 2, PP • 123-124; 9~,. 
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questions are in good sequence relative to the continuity 
* of all topics, in that each query whets an appetite and 
in effect introduces the succeeding ques tion smoothly . 
By asking a separate set of three questions 
exclusively to Crest or Lakeshore dealers , levels of retail-
er confidence may be determined as a possible indicator of 
the dealer cooperation which may be anticipated in future 
special promotions·. 
~ruch more useful information regarding c ompetitive 
activity could have been obtained if the interviewer had 
followed his observation of point-of-purchase advertising 
material by some comments to stimulate conversation on how 
these sales helps were obtained by retailer (sent by manu-
facturer automatically or requested), any manufacturer 
specifications or restrictions regarding their use and 
ownership , follow- up by the firm which provided them, and 
any noticeable sales effect;::"* 
d~ Crest Field Study ~~ 
The last survey was personal interview type con-
ducted during the last week of May and the first week of 
June, 1953 among 120 Crest dealers who previously were Lake-
shore accounts . The timing of this study seems to have been 
primarily to suit the convenience of the field staff and may 
have been inserted to ttfill inn some available time between 
* 3, PP• 76-78; 64, P • 402 . 
~- 6~, PP • 425-433 . 
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other surveys . This being the only "single survey" £ield 
study, it is quite logical that it should be timed quite 
arbitrarily to conform with Crest's other marketing research 
activities . All previous surveys were part of a aeries and 
in some measure were intended to illustrate changes which 
transpired over a short interval, but this attitude study 
could be conducted any time after all dealers had b een noti-
fied of the conversion, received some advertising material, 
nd perhaps displayed some of these sales aida. Although 
the precise timing of these personal calls is of minor 
significance, it is well t o note that Crest conducted them 
within a two week period to minimize the effect of time 
lapse and promote uniformity of that variable factor.* 
The third question, "expected change in sales,' 
had been asked of 25 Crest dealers (total) in both sections 
of the previous field study. Yet 10 retailers, ~0%, in the 
general surveys o£ May and July unequivoce.lly stated they 
expect an increase in sales. But this 'one shot" survey 
conducted at a mid- point between the others found only 23 % 
expressing complete confidence in their new brand, while an 
additional 21% of the Crest reta.ilers mentioned hes itsnt or 
unconditional phrases in asserting anticipated increased 
sales. The twice asked question mentions "in your business," 
e. more general and slmpler phre.sed term than "as far as 
your sales of ice cream go," as stated in the one time 
* 3, pp. 130-133; 5, PP• 316-31'7. 
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survey. The latter recorded twice as many (8 more) specific 
comments connoting the many shades of meaning this apparent-
ly simple question created among the respondents, 
~-indicating a less skillfully worded question .'' 
Although these personal calls had some desirable 
dealer relations effect, their net value to the research 
program is questionable . Asking Crest dealers to appraise 
their new rranufa.cturer (apparently having been identified 
as sponsor of . the survey) regardi ng manne r of informing 
seems to be "begging the issue" and may be better unasked . 
If there were any dissatisfaction, and Crest really desired 
to learn about it, these retailers probably ~ould be more 
likely to inform Crest's salesmen, who had Q..eep interest 
in this information and should have solicited it anyway1 
Sales records and dealer cooperativeness in special pro-
motions, correlated by sections of the Buffalo Branch, is 
the information really desired. 
The last question of this survey is the only part 
of genuine research value, in that it identifies and shows 
where and to what degree other ice cream manufacturers are 
aggressively competitive . 
5. Combination Methods 
No listing of data gathering techniques would be 
complete without mention of the combination study, which 
17-4: 
may take many forms . Oc c asionally it is advisable to ask 
for an interview by one method and conduct it by another, 
e.g. - a postcard to arrange a personal interview , or a 
letter asking cooperation for a telephone interview (lasting 
) * 15 minutes • In some surveys it becomes impossib le to 
complete all the required interviews by the chosen method; 
through their employees, higher income brackets frequently 
avoid field workers, while many lower economic groups have 
no telephone. 
Surveys which employ mechanical devices or observa-
tion (possibly only vital statistics) frequently are combined 
with telephone or personal interviews. A store behavior 
observation may question purchasers of a specific brand. 
Personal interviews are frequently conducted with families 
in whose homes the Neilsen Audimeter is attached to the 
** radio . 
The combination method permits compar ison of 
results from two or more techniques,~'* provides additional 
facts about the relative merits of each individual method, 
and as in the Crest case, introduces check- points for con-
trol and furthe r Validet ion of the .findings • *lHH~ 
*3, p. 53. 
~-l:- 6-4:, p • -4:0'7 . 
*** 10, chapter 9; 8-4:. 
·:;}*~:·* 3, chapter 14 • 
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